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Tod §6€=6—6 The : | 
a4) New Metal | 
Display Cabinet 


jo oe ce Takes Domes of Silence out from 
all Furniture behind the: counter and places 

ral them before customers in a con- 
FRONT VIEW vincing fashion. This speeds up 
_ sete memmenen soe _ sales on an item that has every 
' home in town for its market. 


Replaces the old familiar cardboard displa 
that was so easily soiled, torn and dog-eared, 
making it unfit for position on counter. 


Keeps sizes in orderly arrangement. Displays 
full face of packages and prevents their be- 
ing stolen. | | 

* 4 o¢ Substantiall . hipped loaded. 
The Cabinet pests Shipped a 200 ec 
of 26 gauge sheet metal—beautifully test shipping case to prevent denting 
eine ed in five colors with a or damage. 


‘ a hard permanent finish. : c 10.00—Sells f 
: 7 SoS : Compact in size Wits Price $13.99" 567, Profit on 


















Peg. U. S. Pat. Off. 
No. 995,758 which will 





e strictly enforced. — 





less than 11 inches long ae saat Cost—3314% Profit on Sales. 


. 5 inches wide it requires very little Refills Packed 14 gross of 
i phenigee counter space. | straight sizes or assort- 
7 me on any counter. Capacity Contains one gross ment of 1 dozen each of 14”, 54’, 


e sets assorted sizes " and 74" sizes. 
Catches the Eye ead 

















114” sizes and 2% dozen each of the Order both cabinet and refills 
fast selling sizes, 14",54", 34" and %’. from your nearest jobber 


° DOMES of SILENCE. Division 


oot Moy pees Soe P-2081 


. made up of 1 dozen each of 36” and 
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Sc Gy DOMES of SILENCE 
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LIES Getter than Casters 
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Could 


: HEN the twelve members 

of the bridge club were in 
your living-room eating salad 
and drinking chocolate .. 
when, as will often happen, one 
of them dropped her salad fork 
to the floor. . . could you have 
said with gaze serene and con- 
fident, “Oh, Rose, please get 
Mrs. Watkins another fork’’? 
Could you—knowing that you 
had silverware enough and to 
sparc! Or would this situation 
have found you wanting? Every 
last piece of silverware in use on 
the three small tables! 


Saul ROOMS 
NEW YORK 
CHICAGO 


SAN FRANCISCO 


HARDWARE AGE 





you have said it? 





DOES YOUR SILVERWARE HELP YOU TO ENTERTAIN? 


Does its very sufficiency and correctness help you to give the luncheons and 
teas and dinners you take delight in? Or are you often inconvenienced by 
the fewness of your knives and the sparseness of your forks and spoons? 

You need not be, for it is an easy matter to make your silverware complete. 
A few judicious purchases of ‘1847 Rogers Bros.’’—a wise choice of the 
important niceties of table-setting—will turn your silverware from an 
annoyance to a delight. Notice, particularly, the bouillon spoons, the coffee 
spoons, the cereal spoons and the serving pieces. You may purchase them in 
small quantities if you desire. You will be reassured by their reasonableness 
of price and delighted by their graceful designing and durability. 

Whenever the need arises, it will still be easy for you to add to your 1847 
Rogers Bros. service. Leading dealerseverywhere carry this finest silverplate. 

Send for booklet ®" 7, Etiquette, Entertaining and Good Sense. You will find 
it full of suggestions for successful entertaining. It’s free. Write for your 
copy today. INTERNATIONAL SitverR Co., Dept. E, Meriden, Conn. 





1847 ROGERS BROS. 


SILVERPLATE 
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Ambassador Salad Fork 
(Individual 








“0 ne 





Ambassador 
After-dinner 
Coffee Set 


A wide variety of practical and deco- 


pe tative pieces, such as these, matches 


the knives, forks and spoons of 
1847 Rogers Bros. patterns. 


even! 


CANADA 
INTERNATIONAL SILVER COMPANY 
or CanabDa, LIMITED 


HAMILTON, ONTARIO 


This advertisement in colors on the third cover of the Saturday Evening Post of September 19th will make many of 


your customers realize the comfort of having a sufficient equipment of silverware. 


publications have the same action-arousing interest. 


Our advertisements in the other 


# 
r 
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There are two tools of particular 
merit that should be in every car- 
penter’s tool chest — V. & B. 
Vanadium Hammers and V. & B. 
Unbreakable Planes! 


V.& B. Vanadium Hammers are 
made from V. & B. formula 
vanadium steel and handled with 
the finest hickory. They are 
octagon necked and round faced, 
with a firm gripping, special non- 
slip claw. 

V.& B. Unbreakable Planes won’t 


snap when dropped. ‘They are 
drop forged—not cast—from a 
solid bar of V. & B. Supersteel, fur- 
nished with all vanadium steel 
blades, which can be sharpened 
all the way to the slot. 


Here are two tools that every car- 
penter wants. - They are profit 
makers in the quality class. 


ALI-ALIAA > Ean Ate? | 
VAUGHAN & BUSHNELL 

amie . 
Makers Of F'itme ‘Toots 
2ii14 Carroll Ave.» ~ Chicago, Ill. U.S.A. 
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It is not a “Hot Shot’’ unless it is an 
Eveready Columbia 
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oo So cares feedy egrets 
ses ‘NAT AL“ CARBON CO. INC. | 





A i ) PUNT 


EVEREADY Columbia Hot Shots are known to users the country 
over because of their dependability in all kinds of service. 
Eveready Columbia Hot Shots are sometimes asked for by the 
shortened name, “Hot Shots.” Of course customers mean 
Eveready Columbia Hot Shots, for they are the only Hot Shots 
there are. Look for the name on the label. 

It is good business for you to sell Eveready Columbias. Selling 
products of recognized merit keeps customers coming to your 
store. You hold their trade for yourself. This means volume 
of sales and more profit. It pays to sell Eveready Columbia 
Hot Shots and Eveready Columbia Ignitor Dry Cells. Order 


from your jobber. Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, INC., New York—San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


Popular uses 
include— 

gas engine ignition 
tractor ignition 
starting Fords 

firing blasts 

heat regulators 
doorbells 

buzzers 

ringing burglar alarms 
protecting bank vaults 
calling Pullman porters 
motor boat ignition 


telephone and 
telegraph 


lighting tents and 
outbuildings 


electric clocks 
running toys 


radio “A” 


Eveready Columbia Hot 

Shot Batteries contain 4, 

5 or 6 cells in a neat, 
water-proof steel case. 





Fahnestock spring clip 

binding posts on the 

Eveready Columbia 

Ignitor at no extra cost 
to you. 









August 27, 1925 HARDWARE AGE 5 














The live hardware 
dealer says: 


There's Truth In This Jest. 


‘A well-worn rural joke is about the 
stupid farm boy who cut two holes in 
the barn door—a large one for the cat 
and a small one for the kitten. 


“Well, didn’t the hardware trade sell 
three sizes of garden hose to go on 5/8” 
water fittings until we all learned 


better? | 
BOSTON “Our BULL DOG, GOOD LUCK and 
WOVEN HOSE & MILO brands were leaders in the 
| RUBBER CO. movement for a standard 5/8” water 
| Cambridge, Mass. channel just as they were and ARE 
es oe ee leaders in quality and value.”’ 
BULL DOG, 
GOOD LUCK 
and MILO 


Also 


Good Lack Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
Boston Spray Nozzles 
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GRAPHIC 
‘MATIC 


AUTO = FOLD 


Flat Packet Stationery 





is designed especially for use 
with the Record-Filer. It is the 
teamwork of AU TO-FOLD 


Stationery and the  Record- 
Filer that makes possible the 
exclusive features not found in 
any other autographic register. 


Here are some of the advantages 
of AUTO-FOLD: 


all forms in handy 
fit in 


1. (Compactness-— 
shipping containers, 
register compartment. 


which 


»> Sheets lie flat, and are non-curling. 


. Varied colors, weights and grades 


3 
of paper may be used. 

4. Auto-Fold forms are easy to in- 
sert. 

s. Forms are perfectly aligned— 
automatically. 

6. No collating of carbon and forms 
after machine is adjusted. 

7. Each set of forms is consecutively 
numbered and joined to the pre- 
ceding. Wrong sequence is im- 
possible. 

8 Forms are punched at top. First, 
to assure positive registration and 
alignment; second, to file copies 


after writing, in standard binders. 


Y 





noo = 
-—_— 


a aaa . 
" —_ puit REGIS \ 350-358—10th Street Hoboken, New Jersey 
= > A et. 
al TOS yoth cee - the =| Represented in Canada by 
| om poke” ‘ th est } ree ' \ AUTOGRAPHIC REGISTER SYSTEMS, Limited 
| ae tel , -Filet \ 110 St. Peter Street, Montreal, Quebec 
jea wand 0 
| ae iy Alié oy, - 
’ \ 
“a . 
\ adit sta den 4 
\ City na _ We will be glad to demonstrate how the 
Kecord-Filer can be used to advantage 
= —_— in your bastness. Use the coupon Est. 1883 




















A variety of standardized widths | 
and lengths of forms is possible. 


| AED GRAPHIC 





SHOUP-ALIGNER 


| RECOR-FLER 


An Excluswe Feature— 


every record copy separate, 
face up and in numerical order 


This is accomplished AUTOMATICALLY. 
In the same operation that ejects copies for dis- 
tribution (a pull of the lever) an exact record 
copy is filed in a locked compartment, face up, 
in numerical order. This feature is found 1n no 
other autographic register. 


It is so easy to file the records of the day’s trans- 
actions. Merely lift them out of the compart- 
ment (as shown above) and place them on a post 


binder. 


When you wish to check, audit or refer to a par- 
ticular transaction, it’s not necessary to unwind 
an entire roll, nor to flip-flop, flip-flop, until you 
find the one you are looking for. 


It is as easy as turning the pages of a book— 
whether the copies are in the compartment or on 
the binder. Every one is in its proper order. 


Since originating the Autographic Register 42 years ago, 
simplicity with complete protection has been our constant aim. 
The RECORD-FILER is the ultimate result. 


REGISTERCOMFANY NTED FORMS 


CONTINUOUS 
Pioneers in the Autographic Register Industry 





ORIGINATORS OF 
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“REPEATER 
RANGER 





Ranger 


Repeater 


Leader 


All parts of the Winchester balanced load are pro- 
portioned to the exact degree necessary to give the 
greatest penetration and the most perfect pattern. 


Because of this all-around excellence, thousands 
of shooters know from experience that Winchester 
balanced load shells are a real help. They are the 
shells the shooters want—and the shells you can 
most readily sell. ° 


Winchester can now furnish the new Leader and Re- 
peater Oval powder loads, combining the high quality of 
Winchester balanced loads with a powder remarkable for 
high velocity and long range. 





Winchester advertising is bringing prominently before the 
shooters this Fall the balanced loads in Leader, Repeater 


Counter card cutouts beautifully lithographed in and Ranger shotshells. There is a load for every purpose, 
full color sent free to dealers selling Winchester ¢ the list is held d h h deal h 

shells. Write Winchester Repeating Arms Co., ye e 1st is ne own to where the dealer gets the 
Advertising Department D, New Haven, Conn. greatest turnover and profit. B sure you keep a good stock. 


WINCHESTER REPEATING ARMS CO., NEW HAVEN CONN. 


EEE NT OME II OO RR 
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Ohe New 


HORTON 
No. 54 Electric 
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The new Horton No. 34 Electric is designed to meet y 
the fast growing demand for a copper tub, agitator- A A 
type washing machine to sell at an intermediate price. Vv 3 
A , 

. . $ ¢*> 

Its success is certain. 4 V 
rs . 

.° f 

So widespread has been its approval among dealers y ¥ 
whose foresight prompted immediate buying, that > A 















Te 


+2 











speedy, washing action. Water is four times more 
turbulently agitated in the No. 34 than in any other 
similar type of machine. 


' 


now, three months since its announcement, the No. 34 a i 
. . . a. ie fA 
occupies a dominating sales position. i - : , vy 
The No. 34 is first of all the result of every careful, vy \.\ * f 
conscientious engineering effort to produce a perfect, fn ft A \ Vv 
o> AM sb as <a ANY} \ \\ AW A 
ad 71 \ \ \\\\ \\ Y \\} \ \ ' \ AAY\ ‘i . 
NN 1) A 


@ \ KN 


It is perfectly balanced—vibrationless—noiseless. A 
pencil standing on end on the cover will not tip or 
fall while the machine is in full operation. 











Its washing action is thorough—deep—clear to the 
tub bottom. The 3 wing, cast aluminum agitator, 
placed at the top of the shaft rather than the bottom 
of the tub, is responsible for its unusual washing 
efhciency. Several pieces may be washed as nicely 
as a full load. Clothes do not twist or tangle in 


washing. 


The three wing cast alumi- 
num agitator of the new 
No. 34 Electrie is here 
shown. It is responsible 
for the quick, vibrationless, 
positive washing action of 


Other dominating selling points are the nickel plated this new model. 


tub interior; the standard Horton safety wringer, 
the enclosed, oilless mechanism; and its sturdy, four- 
leg well proportioned attractive design. 





[inquestionably this newest Horton—the No. 34 
offers a sales field that is waiting—that is 
unlimited. To «interested dealers we would 
like to give more pertinent facts concerning the 
No. 34 and other Horton products. Better 
still, ask the Horton jobber nearest you. If 
you do not know his name, write us. Horton Home Ironer. 30 
inch roll. Has complete 

open end. Irons every- 


HORTON MANUFACTURING CO. ing. Retail price $140 eas 
heated; $175 electrically 


1340 Fry St., Fort Wayne, Indiana heated. 


eS nil 








FOR EVERY PURSE AND PURPOSE THERE IS A HORTON WASHER AND IRONER 


we" 





ie 





Horton No.40—the original 3- Horton No. 33—the acme off Horton “* Peerless’ Washer Horton Miracle Washer No. Horton Washer No. 35—sin- 
cupelectricsuction washer,re- perfection in dollytypeelectric No. 30—water power. Retail] 22 —hand operated washer. gle cup _vacuum type, hand 
tai] price $160 with coppertub. washer. Retail price $85.00. price $22.50. Retail price $18.00. power. Retail price $20. 
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Last Year 


Freed-Eisemann proved to 
be the largest Neutrodyne 
manufacturerinthe world. 
Study this circle based on 
official figures. 


This Year 


the Freed-Eisemann proposition 
assures even greater success. 
Study it and see why! 


EALERS who have seen the new Freed- 

Eisemann dealer territorial franchise 

contract say it is the last word in dealer pro- 
tection. 


That contract is backed up by a line which 
we believe to be the last word in salability. 
Every detail of the line has been worked out 
from the dealer’s point of view. Increased 
discounts make it sure that our dealers will 
end the season with a profit. 


ALONE 


‘4.507. 50 , 


NEUTRODYNE naan 
ONLY 


i Freetb- Gisemann » 
\ 


os) 
“WS 





Last year Freed-Eisemann dominated the 


Neutrodyne field. 


This year we intend to increase this domi- 
nance—by greater values—by an all-inclusive 
price range—by bigger discounts—and by 
doubling last year’s advertising—all coupled 
with the strongest dealer protective policy 
contract ever known in radio. 


The Freed-Eisemann franchise is strictly con- 
fined to a limited number of dealers in each ter- 
ritory. Once placed, it will be rigidly adhered to. 


Write for details to the Freed-Eisemann exclu- 
sive territorial jobber, or write to us and one of 
our executives will reply, personally. 


Manhattan Bridge Plaza, Brooklyn, N. Y. 
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NEW! NR-7-—A six-tube Licensed Neu- 


trodyne* receiver at a eae 110 
discountthan heretofore . $ 





NEW! FE-18—A new five-tube self-con- 
tained dry cell receiver, licensed and 
manufactured under a ante of 

the Latour patents . . $90 





\ a 
\\ 
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NEW! FE-30—A new six-tube storage 
battery receiver, manufactured under a 
group of the Latour patents and incor- 


porating nad as $185 


features 





NEW! 'FE-15—A new five-tube storage 
battery receiver, licensed and manufac- 
tured under a oe al the "$75 


Latour patents 











The famous Model NR-20—a licensed 
Neutrodyne* inet of striped @ ina 
handsome cabinet o —— 

mahogany e « $1 75 


* Licensed by the Inde tile nt Radio Manufactur- 
ers, Inc., under Hazeltine patents Nos. 1450080, 
1489228 and 1533858. Other patents pending. 
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Window display (5 cards) Pi 
W-12—Order by number 
t Ly » Ea cd ‘ 
P ia MW1ps j 
‘ 
4 pe 
Your windows sell Hygrade Lamps RS 
Window displays as high grade as the lamps themselves. bend 
Counter cards, transparencies, price lists and other advertising bing! 
material furnished FREE to Hygrade dealers. be i 
srade Lamps: HYGRADE LAMP C O % 
You cannot bur 4 a better la ip : ay 
GENERAL OFFICE . 





Counter Card W-13 














AND FACTORY 


VW sarem MAss 
































A Reputation for Selling 


Dealers who handle B-T parts are always 
sure of steady sales. Since broadcasting began 
B-T apparatus has had a rapidly growing tol- 
lowing who insist on B-T apparatus. 


The B-T “Counterphase” is the best circuit we've 
ever designed. It employs B-T Torostyle Trans- 
formers, and B-T 
Tandem Condensers 
reduce tuning con- 
trols to two. Kijits 
for building 5 and 6 
tube sets will go 
over better than the 
“Nameless.” 











Maxe sure 
of getting 
your stock by 
ordering to- 
day. 


The greatest sales help in radio. 


Up-to-the-minute articles showing the latest trend. 


Send ‘for your sample copy. 


BREMER-TULLY MFG. CO. 
532 S. Canal St., Chicago, II. 








Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so populare Good advertising 
and the thought it contained: To save 
property as well as improve tts appear- 
ance. 


Now Paint, like advertising, can be 
made to work wonders. 


But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 
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Patent Pend. ISS Wile The KITCHEN KATCH-ALL is the 
he most remarkable garbage strainer 
ever devised 


i: Sanitary Kitchen Katch-All 


A New and Highly Profitable Specialty 


MR. HARDWARE DEALER: 
Sell ‘2 Dozen Kitchen Katch-alls for $18.00 
Cost of % Dozen Kitchen Katch-alls $10.80 


Margin on 2 Dozen Kitchen Katch-alls $7.20 


I‘ vou will try out a unit of 14 dozen Kitchen Katch-alls you can easily determine whether 

or not it is going to be one of the most profitable items you have ever handled. 

\We will help you sell. As soon as you have ordered your first half dozen, write us on your 

business letterhead and we will send you a comprehensive plan that will bring customers into 

your store in ever increasing numbers. 

We will send you prepaid one sample Kitchen Katch-all on receipt of the coupon below. 

This sample can be inspected and shown to vour trade.—Results in orders.—Try it! 
Only one sample Katch-all to a dealer. 


KITCHEN KATCH-ALL 


The Sanitary Under-the-Sink Strainer 








Recommended by the 
highest authorities on 
Kitchen Sanitation 











Name 


THE OHIO METAL UTENSIL COMPANY, GREENWICH, OHIO 


Enclosed is $2.00 for one sample Kitchen Katch-all, all charges prepaid. 
(Give Jobber’s Name) 


Se se, aCe en a ea” i ae 
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THE STORY OF THE EMPIRE NEW PROCESS BOLT—Chaprr 2. No.4 


 % ; 
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Why the industrial world welcomes | 
this new bolt N 





© much depends on how well the and break up the cohesive formation that | Comparator 
i . : photograph 
thread of a bolt holds up under strain gives the steel its strength. Hence the ‘yypire 
that in this respect great industries have thread is woefully weak—and likely to New Process | © 
long been at the mercy of the eccentrici- strip any time a strain is imposed. Bolt Thread |” 


ties and failures of the cut thread bolt. 
- Strength Where It Is Needed 


Empire New Process bolts are threaded 
by pressure on a specially prepared blank, 
instead of by cutting. 

Dies of a unique type force up the 
metal, and in so doing bring the steel 
molecules together into a closer bond, 


Cut threads are the cause of the mis- 
fitting, fracturing and stripping that 
waste so many bolts, use up so much 
time, and entail such costly risks. 


But these failures are a thing of the 
past now that the Empire New Process 


bolt is here. thus strengthening instead of weakening 
Cutting Is Destructive the thread. 
Externally a cut thread bolt looks like To strip an Empire New Process bolt 
an Empire New Process bolt. But there is to achieve the impossible. 
the resemblance stops, When the cut- Does that seem like a flight of fancy? 
ting dies dig into the bolt to make the Try it yourself, then. Samples will be 
thread, they attack the steel molecules sent, if you ask for them. 


RUSSELL, BURDSALL & WARD 
© BOLT & NUT COMPANY © 


PORT CHESTER.WNY. 


Branch Office Branch Office Branch Strimple & Gillette Maydwell & Hartzell, Inc. 
Straus Building General Motors Bidg. Factory 169 Jackson Street 158-168 Eleventh Street 


CHICAGO DETROIT ROCKFALLS,Ilis. SEATTLE SAN 
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HARDWARE COMPANY 


GUN IMPLEMENTS 


For the boy’s first rifle as well as for the express rifle that will 
stop an elephant. ' 




















pitt tf @ bi fh th Lf # 4 #4 2% 


——— 


No. 246B Rifle Cleaning Brush. No. 141B—Brass Rifle Cleaning Rod. 
22-50 Cal. 22-50 Cal. 





For the new burglar gun. 
For the ordinary shotgun of the amateur hunter. 


For the beautiful weapon of the expert trap shooter. 





Genuine Tomlinson Cleaner. 


8-20 Ga. No. 95 Shot-Gun Cleaning Rod and 
Implements. 


10-28 and .410 Ga. 


ICE SKATES ? Yes, for the Last 71 Years | 


HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 
New York Office 151 Chambers Street 
Established 1854 Incorporated 1864 
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, C x _) ior by virtue of many 
| at Go YE \ar important, exclusive 
( ; ‘= features, as well as its 
4 high quality and fine 


= C= workmanship. It is 
ie easily sold, and once 














2S eS SSS SSE tere pi Fo 
tt IRN SF SON many years. 
Now is the time—the best in five 
STAR Stalls and years —to talk new and better 
Sa ¢t barn equipment to the farmer. 
mie Rosca He can afford to listen, and to 
esl OS eg buy if what he hears is convinc- 
re amend ing. We want to help you tell 
— a convincing story to your farm 


trade about barn equipment— 
Star Barn Equipment partic- 
ularly. Let us tell you how 
we do it. Write today for our 
effective sales plan. 
















HUNT, HELM, 
FERRIS & CO. 





oe Harvard, IIl. 
Farm Equipment Albany _ Philadelphia 
. Kansas City Minneapolis 


LosAngeles San Francisco 
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An Ounce of Performance Is Worth 





a Ton of Talk 


ALK is cheap, and it is easy to make extravagant claims whether they 

be true or not. This is true of cream separator claims. But if there is 
the slightest doubt in your mind which separator really does skim cleanest 
(and this is the feature in which the user is primarily interested), just try 
this simple test: 

Put a De Laval side-by-side with any other separator of approximate 
capacity. Mix 20 gallons of milk thoroughly and let it stay at normal room 
temperature of 70°, which fairly represents every-day conditions such as 
milk from cows on dry feed, milk from “strippers”? and milk obtained 
during late fall, winter and early spring separating temperatures. Run 
half through each machine; and while you are doing so, turn each machine 
yourself. You will find with milk running through the bowl, the De Laval 
runs by far the easier. Then run the De Laval skim-milk through the other 
machine and vice versa. Weigh and test for butter-fat the cream that each 
machine gets from the other’s skim-milk. And when you do this you will 
know beyond question of doubt which separator skims cleanest, is the 
easiest to turn and the most profitable for your customer to own. 





New De Laval Best Separator 
Ever Made 


E are looking for aggressive agents who will carry such demonstrations on to their 
farmer customers. The new De Laval with: the wonderful “Floating Bowl,” the 
greatest separator improvement in 25 years, is the best machine everymade. (Com- 
parative tests welcomed.) ‘To save an enormous loss more than two million separators 
must be replaced during the next five years, and more than half will be replaced by De 
Laval Agents. If you want your share of this business and are willing to go after it 
aggressively, we can quickly get together. Get in touch with us. 
Keep in mind, also, that the De Laval Milker is opening up a brand-new field of great 


sales possiblities. 








De Laval Leadership is 
based on: 


1. Invention of the original separator. 

2. Every important improvement originated by De 
Laval. 

3. 47 years of service—4 million sales 

4. Approximately as many m¢é ichined in use as all 
other makes combined. 

5. More than 1100 prizes and awards. 

6. The world’s largest and best equipped factories. 

7. Most skilled organization and best centrifugal 


The De Laval Separator Co. 
165 Broadway 600 Jackson Blvd. 

New York Chicago 

Gentlemen: I am interested in securing 
the agency for the sale of (check which): 










[] De Laval Cream Separator 
[|] De Laval Milker 












engineers. 
8. The greatest factor in the development of dairying sae un sir wo Sos 0s nik a dee eel 
—now the largest and most profitable branch of 
agriculture. _ 
9. Development and perfection of the De Laval i eer eter ree oo eee ee 
Milker. 
. The most advertising and merchandising helps. i a it a 
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can Screw Co. 
WESTERN DEPOT 
225 WEST RANDOLPH ST. CHICAGO, 


--—— 


Machine Screws 
Stove Bolts 
Tire bolts 
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A $500.00 Prize Winner— 
And a Sales Idea for You! 


You will be interested in the story of Many of your customers will want to 
Miss Joy Gann of Crozet, Virginia, who do over their rooms with Valspar when 
recently transformed her shabby, unat- they hear of Miss Gann’s experience. 
tractive room into one of beauty and 
cheerfulness with Valspar—and won a Tell your customers about 
$500 prize in the bargain! Bite Gees Dee | | | | 
Miss Joy Gann of Crozet, 


The Contest was part of the “‘Own your 


own Room” movement, sponsored by the To acquaint them with her story we = 4/bemarle County, Va., 
U. S. Department of Agriculture to help will broadcast it in the Saturday Evening winner of the five hundred 
people brighten up their rooms and toim- Post on Sept. 5th, American Magazine for dollar prize in the “ Room- 
prove living conditions generally. Sept. and the November numbers of the Beautifying” contest held 
Miss Joy Gann, in doing over herroom, Ladies’ Home Journal, Woman’s Home by the U. S. Department cf 
worked a veritable transformation. Be- Companion, Good Housekeeping, Delin- Agriculture. 
fore she began, the walls had been white- _ eator and Designer. a eS oe 
washed, the woodwork was green, the If you also tell your customers about 4g give shis PE aera 
floor and furniture were shabby and worn. — Miss Gann and suggest that they Valspar ou and hope that because 
She decided on Ivory and Mahogany _ their woodwork and furniture, you will of my success some other 
as the color scheme she wanted. First she increase your sales. For Valspar is so yiz/ may decide to uw Mal: 
painted the walls a light orange. Then _ satisfactory to use, Valspar is so well- yap in her room.” | 


the ceiling was finished in cream, after known, that every sale of Valspar you 
which she gave the floor and furniture a —‘ make wins satished customers and repeat 
coat of mahogany Valspar Varnish-Stain. business. 









VALENTINE’S VALENTINE & COMPANY 


. i SP ff ~ Largest Manufacturers of High-Grade Varnishes in the World 


ESTABLISHED 1832 
The Varnish That Won't Turn White 





New York Chicago Boston Toronto 
London Paris Amsterdam 


W. P. FULLER & CO.., Pacific Coast 
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Any paint and any paint-brush may “save the surface—” 
BUT it takes good paint and a good paint-brush to save 
a surface well enough to be worth “saving” again! 
WHITING-ADAMS BRUSHES have been saving sur- 
faces for 117 years. Save your surfaces with a brush that 
knows the job! 


Do it with WHITING-ADAMS BRUSHES 


Send for Illustrated Literature 


WHITING-ADAMS 
BOSTON 


Brush Manufacturers for Over 117 Years and the Largest in the World 
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It settles fr 40-2: | 
all their doubts WA me 


If people thought they could, they 
would. . . 


If they thought that amateurs could 
use Da-cote and turn out a professional 
looking job, they would soon learn to 
wield the paint brush. V4 Y Vem 

If they thought that dingy old furni- Yyeoo 5 Wa : 
ture could be made to smile again, they W ya | 
wouldn’t relegate it to the attic or sell 
it second-hand for a song. 


Da-cote settles all their doubts. It 
covers a multitude of imperfections in 
the painter as well as the painted. The 


skill is in the can. One trial convinces 
them. 


The most remarkable advertising cam- 
paign in Murphy history is selling your 
customers on the idea of renewing every- 
thing about their homes with Da-cote 
Enamel and Da-cote Univernish Stains. 


SSG 


Sow ws 


\“\ 


= 


Let us help you co-operate with this 
advertising and sell more paint concretely 
by the can. Our advertising experts will 
be glad to work with you. Write for 
complete details. 





“ny, 
ly 4 
YALL 








Murphy Varnish Company 


Newark, N. J. aut i \ San Francisco, Calif. 


Chicago, Ill. Montreal, Canada 


Da-cote 


A Murphy Finish—it dries in a day 


In every can of Da-cote Enamel are three 
things—fine Murphy Varnish, opaque color 
and painting skill. Anyone can brush on 

Da-cote with wonderfully satisfactory results. 
y Yy, It flows slightly after it goes on. Imperfec- 
NY Pa = tions of amateur painting disappear. Then it 
yyw a, dries quickly—in a day. That is why it is 
—— 


W//////7/ called Da-cote. One coat is enough. 





/ jam 
7 Va) 


4% 
xp» 
“NYY 
Y) 
Va) 


Uy 
K/ Y y ty 
_ LA 


Zim , 
V/ 


Y 
yy Y/ Any color. More than three million cars have been 

I Da-coted. Its durable, brilliant finish is perfect for 
tractors, implements and everything exposed to the 
weather. 





Da-cote Univernish Stain is a splendid quality of 
transparent Murphy Varnish in the colors of usual 
woods—oak, mahogany or walnut—also in green. 
Renews the youth of floors, stairs, furniture, linoleum, 
front doors. 
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Make Every Dollar 
Serve as Four~! 


—E 


S 
IGHER pressure on fewer 








| . \ dollars invested is the 
2 } order among hardware 

% | // merchants. 

= 

The Hilo Rack Assortment Plan 
IS brings you a carefully chosen 
£/ 3._ \ line of Hilo Varnishes and 
Z| \\" Enamels to meet your trade 
4 needs—yet at a very small in- 

S vestment. 

5\ \ i} : 

a “wv | Four-to-five-times-a-year turn- 
www Y over is possible with this rack 


plan because-it is conveniently 
displayed right where people 
entering your store can see the 
goods. 


Assortment Lists at $415.95; 
special Introductory Price $245. 
Fill out the coupon and mail 
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HILO VARNISH CORP. 
Brooklyn, N. Y. 


Centlemen: Yes, send me complete details about your Rack : 
Assortment Plan. a 
“ne eeeeeeee#eetee#eee#e#5ee#ee*ee«#e#e«##e#e##*###e#ee*#e#*##*#e*#e#Fr°ee###e#e#e#e#e#ee#er#rkeee#?+5ffe#eetetetee##* @ t 
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239 W. 39th St. 








For Suggestions 
On How To Sell 


PAINT 


One of America’s great merchants has 
said: “The way to make a business go is to 
go after business.” 











It is always interesting to read how dif- 
ferent hardware dealers go after Paint and 
Varnish business and increase their sales by 
novel window displays, practical paint dem- 
onstrations, timely mewspaper advertise- 
ments, “follow ups” by personal letters and 
visits by your sales force. If you will 


read the Paint 
issues of 
Hardware Age 


which appear the fourth issue of each month, 
you will find all these and other methods of 
securing Paint and Varnish business discussed 
in a timely and interesting manner. 


And there’s this much about any paint 
article appearing in Hardware Age—it is 
based on the actual experience of the men 
who sell as well as the men who apply the 
product. 


Hardware dealers read the special Paint 
and Varnish Issues regularly because in 
every issue there are practical ideas which 
have paid others in their locality and will] 


pay you in your town. 


Keep posted by reading— 


HARDWARE AGE 











August 27, 1925 


New York 
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atte Recommend to your customers for the economical protection of all 


eo? 


it metal and woodwork. 


Long service records of from five to ten years are obtainable with 
Dixon’s Paint because of its unusual wear-resisting pigment—flake 
silica-graphite, and its vehicle—pure boiled linseed oil. 


. . . 
o*, oe eo 9 ® se 


The pigment is inert, aids in preserving the original elasticity of the 
| ; vehicle, increases the thickness of the paint film and has long life. 
_= The vehicle cannot be equaled by any other substance. 


Write now for Booklet 40-B, and long service records. 


JOSEPH DIXON CRUCIBLE CO. 





Jersey City, N. J. 








Established 1827 











Increase Your 
Paint Turnovers 


The quickest and surest way to do this is to 
keep posted on what other dealers are doing. 


One tried and proven way to increase your 
Paint Turnovers is to dress your show windows 
so they will positively TALK PAINT. 


Another plan is to hold a Demonstration Day 
and get the people to your store. Still another 
plan that is very successful is to “follow up” 
every building prospect in your locality. 


All these methods and many others are inter- 
estingly presented in the Special Paint and 
Varnish Issues (the fourth issue of each month), 
in Hardware Age. It will pay you to read the 
articles on Increasing Your Paint Sales in these 
issues. 


HARDWARE AGE 
239 West Thirty-ninth Street, New York 

















“BrusheNu Bill” says:— 
“Get Your Autumn Time 


Brush Newing Profits’’ 
Fast 10c Seller 


rush-Nu 


five tinvie 


Paint Brush Cleaner 









| 


\, JSALESMAA. 






“BRUSH? NU BILE 
PAINT BRUSH CLEANER 


$1.50 For Two Dozen. 
ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


Brushe Nu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 














PHOENIX 


RADIATOR ENAMEL 


PHOENIX PAINT & VARNISH COMPANY 
124 Market Street, Philadelphia, Pa. 

















Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotton 
Send for samples and prices 


MASSASOIT MANUFAOTURING CO. 


Fall River, Mass. U. 8S. A. 


New York Office - ~ 350 Broadway 











Chieago Office - ~ - 189 West Madison St. 
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Good Paint 
© 1s always 
cheapest 


Property owners learn from experience that they cannot compromise with paint 
quality when the protection of valuable property is involved. 





There is no safe middle ground between poor paint and good. The good paint is 
always cheapest in the end. 


LUCAS TINTED GLOSS PAINT excels in the five fundamental requisites of good 
paint, consequently its appeal to the quality 
buyer is most definite. 


Its greater covering capacity makes its cost 
less at time of application. 


Its greater protective qualities and lasting 
beauty reduces its cost per year of service. 


—Consequently Lucas Tinted Gloss Paint 
appeals to the price buyer as well. 





The Installment Payment Plan for home owners will double 
your business. Ask us to tell you how. Write Dept. 


“The 5th Lucas Standard.” This 
important document will be sent 


to retailers upon request. Jo An Mueas & Co..4mC. 


Paint and Varnish Makers Since 1849 
PHILADELPHIA 


NEW YORK PITTSBURGH CHICAGO 
ASHEVILLE FRESNO 

ATLANTA HOUSTON 

DENVER JACKSONVILLE 
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| TOOLS-DOOR HAN 
Ee COMPLETE CATALOG NO.58 


ae 4 ‘ aera 
Sag: \ - 230. CO | ea Yes sir, Mr. Dealer, we have published a new catalog again this 






Se year. In truth, we have published a series of new catalogs. Com- 






ae Walt A ee Ba ‘ , plete Catalog—note illustration to the left—for Myers dealers who 
Seen | oy We | sell Myers Pumps, Hay Tools and Door Hangers. If you have not 
SOE a ee coe] already received a copy, or if it does not reach you in due season, 










Signs ae | a don’t fail to tell us about it. You want a copy of this remarkable 





pe | Ss 7 catalog and we are just as anxious for you to receive it. 
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MYERS PUMPS & WATER SYSTEMS} _~_ ff 
PUMP CATALOG NO.P.58 r & 


For the dealer, plumber or pump man who distributes Myers 
Pumps, Water Systems and Cylinders the Myers No. 58 Pump Cat- a eS 
alog, pictured to the right, has been printed for you. It is a modern — 
text book replete with information, and illustrates, describes and as ces 
“<j lists the Myers line of Pumps, Water Systems, Cylinders and Acces- PF 
oo sories. As a Myers Pump Dealer, you will receive a copy of it in 
patie Be on the lookout for it and write us if it does not 
RON arrive in the near future. 





















poouone a short time. 
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POWER PUMPS & WATER SYSTEMS 
POWER PUMP CATALOG NO.P.P58 


se pat | SS ee : The pages of the Myers No. 58 Power Pump Catalog are devoted 






SLI % 












pee, oe ays 2% Me te Myers Power Pumps, Water Systems, Power Spray Pumps and 


Bee ae AG ee “<< Spray Rigs, Cylinders and Accessories. This catalog is intended 
Aaa LS for special distribution only, and will be mailed on request to power | | 
SOD rues PARR a! pump distributors, water experts and others interested in the sale 


Bare | Rereou ENO and installation of power water facilities. 
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[HAY TOOLS: DOOR HANGERS: STORE LADDERS etc. 


eee HAY TOOL CATALOG NO.H.T.58 : 


eS Myers Dealers who sell Myers Hay Tools and Door Hangers 





es only will receive a copy of the No. HT58 Edition which is pic- 


a o 


see tured to the right. This, too, will be coming along shortly. Watch 
for it, and if it does not come in, write us. 


If you are not already a Myers Dealer, you will not receive a copy of any of se 
the above catalogs unless you write us for it, which we urge you to do. Write us 


today. We will send the catalog promptly. 








\egthentnens o OW eee 








quarters for over Fifty Years of MYERS HONOR-BILT PUMPS forEveryPurpose. = 
STEMS-NAY and GRAIN UNLOADING TOOLS-BARN.FACTORY and  §.s.:-«ds-/- 7" 





SS WRT ER SY =a OMAN IN Vw. oT 
(oe GRACE DOOR HANGERS- STORE LADDERS, Etc. 
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Let’s look at it 
the 


other 
way 
around! 


¥ it were proposed to use three sizes of garden 
hose fittings to correspond with the three sizes 
of garden hose which are still being used such a 
proposition would be considered ridiculous. 

If there is economy in using only one size of water 
hose fittings why is there not much greater econ- 
omy within reach by the use of only one size of 
garden hose? 

The popularity of %-inch hose is largely due to 
the economy effected to user, retailer, jobber and 
manufacturer alike. The economy can be made 
completely effective by making the use of the 
%-inch hose unanimous. 











Acme Rubber Mfg. Company The B. F. Goodrich Rubber Co. New York Belting & Packing Co. 
Boston Woven Hose & Rubber Co. Goodyear Tire & Rubber Company Pioneer Rubber Mills 
Cincinnati Rubber Mfg. Co. Hamilton Rubber Mfg. Co. Quaker City Rubber Company 





MECHANICAL RUBBER GOODS MERS. DIVISION 
THE RUBBER ASSOCIATION OF AMERICA, Inc. 


Combination Rubber Mfg. Co. Hewitt Rubber Company Thermoid Rubber Company 

Electric Hose & Rubber Co. Home Rubber Company United States Rubber Company 

Empire Tire & Rubber Corp. Mercer Rubber Company Voorhees Rubber Mfg. Co. 
Murray Rubber Company 
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CASEMENT 


MTL 


VAD IVWANE 






































—AND THE JOBBER J 





Whitco makes it easy 
and safe toclean the out- 
side of a casement from 
within the room, 


The policy that governs the sale and distribution of 


Whitco Casement and Transom Hardware 
is simple, progressive and successful. 


With the exception of a few of the dealer connections (established 
during the time we were doing the missionary work necessary to 
launch WHITCO on the market—and which have since refused 
to buy otherwise than direct from us), our distribution is a straight 
manufacturer-jobber-retailer proposition. 

While ours is not an “exclusive jobber” proposition— 


While it dves not restrict the wholesaling of our product to any 
one jobber 1n any one territory— 

It does, however, limit the appointment of jobbers in any one dis- 
trict to a number sufficient to insure complete coverage, but not 
so many as to foster excessive competition. 


Right now about one hundred jobbing houses of exceptionally 
high standing are handling WHITCO, and the majority of the 
principal distributing centers are pretty well taken care of. 


But there is still room enough for a few more. 

Perhaps your firm is one we want in your locality. 

No harm in asking, instead of waiting until our contact men can 
get around to you. 


Our prices are attractive and our discounts are such as to insure 
a generous return both to the jobber and the retailer. 


WHITCO in solid brass ° . ° ‘ per set $2.25 
WHITCO in rust-proofed steel . , , a ia 4.75 


VINCENT WHITNEY COMPANY 


Western Offices: SMENT Eastern Offices: 
365 Market Street \Wurco 636-645 Mass. Trust Bldg. 
MARDWARE 


San Francisco Boston 














Send ati inquiries to nearer Office. 
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From Raw Materials to Finished Products 


The above is a Sample Display of WICKWIRE 
BROTHERS Products, each product being made in its 
entirety—from raw material to finished goods by our 
own workmen—in our own plant—under our personal 
supervision. Open hearth steel used exclusively. 


This assures an unvarying quality which has char- 
acterized WICKWIRE BROTHERS Brands of Wire 


Goods for over 50 years. ' 


Special attention is directed to WICKWIRE 
BROTHERS Poultry Netting and Fencing made in 
three styles: Hexagon, Graduated and “W. W.” All 
three are furnished galvanized after or galvanized be- 
fore weaving. 


We suggest that you obtain these goods from your 
jobber, who is authorized to stand back of every trans- 
action whether you order a single roll or a hundred. 
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| A New Deal from a Fresh Deck 


For 15 years Wizard Mops and Polish have been rec- 
ognized as the Quality Line. 





Now a new management—ample capital—lots of 
sa enthusiasm, aggressiveness and progressiveness—sea- 
soned, experienced and capable executives—new pol- 


é icies and new ideas are placing Wizard where it belongs 
—~-At the Top. 
If you are interested—and you are—write for samples 
and full particulars. 
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Ssborn Wall Brush 














“Buy Osborn Better-Wearing Brushes 
For Less Money at The Retail Store” 


This message is going to millions of it is better made—a bigger value 
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This window and counter display 
stand will work for you. Ask us, or 
any Osborn distributor. 





housewives every month.* 


at a lower price. And profits are | 
liberal. | 


It is bringing thousands of dollars 
in profits to hardware, department 
and drug stores that sell Osborn 
Blue Handle Brushes. It is putting 
the brush business where it belongs 
—in your store. 


Ask any authorized Osborn distribu- 
tor about Osborn Brushes—or write 
us direct for full details. 


Brush profits belong to you—estab- 
lish yourself as the place in your 
locality for household and personal | 
use brushes and compete with the | 
house-to-house canvasser. 


Osborn makes a better-wearing 
brush for every household need. 
Each brush is a fast-seller because 


* See the full page Osborn advertisements in the Saturday 
Evening Post—Woman's Home Companion—Good Housekeeping 
and in smaller space regularly in The Christian Science Monitor. 


THE OSBORN MANUFALTURING LOMPANY 


CLEVELAND, OHIO : | 





These well-known houses are 
authorized distributors for Osborn 
Blue Handle Household and Per- 
sonal Use Brushes. Ask them. 


W. Bingham Co., Cleveland; Bost- 
wick-Braun Co., Toledo; Bronson & 
Townsend Co., New Haven; Buh! 
Sons Co., Detroit; Burhans & Black, 
Inc., Syracuse; W. W..Conde Co., 
Watertown; Decatur & Hopkins Co., 
Boston; Evansville Supply Co., Evans- 
ville; Farwell, Ozmun; Kirk & Co., St. 
Paul; Geller, Ward & Hasner Hard- 
ware Co.:, St. Louis; C. H.& E. S. Gold- 
berg Co., New York; L. Gould & Co., 
Chicago; Harper & McIntire Co., Cedcr 
Rapids: Harper & McIntire Co., 
Ottumwa; Huey & Philp Hardware 
Co., Dallas; Janney, Semple, Hill & 
Co., Minneapolis; Kelley-How-Thom- 
son Co., Duluth; Kinney & Levan Co., 
Cleveland; Lee Kountze Hdwe. Co., 
Omaha; Logan Gregg Hdwe.Co., Pitts- 
burgh; Masback Hdwe.Co., New York; 
C. H. Miller Hdwe. Co., Huntingdor: 
Morley Bros., Saginaw; John Pritzlaff 
Hdwe. Co., Milwaukee; Salt Lake 
Hdwe. Co., Salt Lake City; Schwa- 
bacher Hdwe. Co. Seattle: Supplee 
Biddle Hdwe. Co., Philadelphia; H. D. 
Taylor Co., Buffalo; Townley Metal 
& Hdwe. Co., Kansas City; Treman, 
King & Co., Ithaca; Van Camp Hdwe. 
& Iron Co., Indianapolis; John B. Var- 
ick Co., Manchester; Wayne Hdwe. 
Co., Ft. Wayne; E. L. Wilson Hdwe. 
Co., Beaumont; Geo Worthington 
Co., Cleveland: Wycth Hdwe. & Mfg. 
Co., St. Joseph. 
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SILVER 
STEEL 


SEGMENT GROUND ,{ 


The New Silver Steel Cross Cut Saws 
with the “BLUE STICK” 


All Cross Cut Saws bearing the “Silver Steel”’ 
brand are packed with aBI.UE STICK asa 
protection from the sharp cutting teeth. This 
BLUE STICK. has served to identify Atkins 

Cross Cut Saws as “The Finest On Earth’”’ 
among Cross Cut Saw users in the woods 
and on the farm, with the result that 

customers are now demanding the fh 








ee 
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NEW ATKINS 
SAW WITH 
THE BLUE 


The New Cross Cut Saw 
with the BLUE STICK 


It is the only saw that is scientifically ground on the 
segment of a circle. Segment Grinding, which is an 
exclusive Atkins process, makes the saw of an even 
gauge along the tooth edge; then they are ground on 
the segment of a circle from tooth edge to back and 
tapered from the ends to the middle, to pive ample 
clearance, making a fast, easy cutting saw; that’s why 
4 the saw user specifies, 


ATKINS SAW 
WITH THE “BLUE STICK” 


They also want Saw Tools and Saw Handles that are 
dependable, therefore, show them the popular patterns 
illustrated in this advertisement and increase your 
profits. 


Ask for Cross Cut Saw book descriptive of the saws, saw tools 
and handles you should carry in stock 


E. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: 
LANCASTER, N. Y. INDIANAPOLIS, IND. 





Ga 
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No. 9 Saw Tool 











2, No. 6 Saw Tool J 





Atlanta Minncapolis Portland 
Branch Houses: * New Orleans San Francisco 
New York Seattle Paris, France 









































ne il 
f 
; 
N, | 
“A 
{ : pas 
es 
He 
f — : wn rn - 
) ww A 
if | i*¥ iv re 
“ A} - 
_ - ‘ = - 


Canadian Factory 
HAMILTON, ONT. 


(Chicago 


Memphis 
Vancouver, B. C. 
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Do a ‘Real Gas Heater Business 

















QUICK COMFORT 


Quicx Comrort Golden Glow Heaters are made by Quick Meal Stove 
Company, Division of American Stove Company. They have the same 
high quality for which Quick Meal Ranges have always been noted. 
Quick Comfort Golden Glow Burners embody many new ideas in design 
and construction. Perfect combustion under all gas conditions is as 
sured. They are made in §- or 6 radiant unit types, each unit being 3 
inches wide. Graceful in design and beautifully finished in dull silver 
or polished brass. Equipped with the famous Golden Glow Burner. 


August 27, 1925 


RELIABLE 


RetitaB_eE Golden Glow Heaters are of simple and durable construction, 
easy to keep clean and adjust. Burner grids and elements are easily 
accessible for removal or replacement. Astonishing economy of oper- 
ation, entire freedom from odor and instantaneous heat distinguish 
these Reliable Golden Glow Heaters. In finish and design they har- 
Made in various sizes and models to 
meet all requirements. Equipped with the famous Golden Glow Burner. 


monize with any surroundings. 
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NEW PROCESS 














See een ost fe Simpuicity of design, efficiency of operation, and durability, characterize 
AAI SSO DOO: New Process Golden Glow Heaters. Their heavy gray-iron castings 
ea Patera love's [atria late are finished in brass or copper with artistic, dull-nickel trimmings. 
cadena Handsome in appearance, they fit in with any kind of surroundings. 





Made in three sizes: four, five and six elements. The bright-finished 
fender is removable, a desirable feature when cleaning or replacing 
elements. All New Process Golden Glow Heaters are equipped with 
three-inch elements, the adjustable Golden Glow Burner and three-inch 


flue collar. 


DANGLER 


By comBINING real beauty, genuine efficiency and true economy DANGLER 
Golden Glow Heaters have completely solved the heating problem in 
thousands of homes. Possessing far greater heating-efficiency than coal 
or wood, they still have the cozy appeal of an open fire. Dangler 
Golden Glow Heaters are constructed of high-grade cast-iron frames 
with andirons. Byzantine bronze finish. Hearth plates and top heat- 
guards are aluminum castings of stucco design. Four-, five-, or six-ele- 
ment types, with andirons. All are equipped with the famous Golden 
Glow Burner. 
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This Fall with Golden Glow! 


OTE the construction of this famous Golden 

Glow burner shown at the right. The gas 
and air are mixed at one point, insuring perfect 
combustion and a uniform flame. This construc- 
tion also eliminates the tendency to draw lint 
and dust into the burner, which otherwise would 
adhere to the bottom of the grids and obstruct 
the flow of gas. 


The burner top is divided into sections. Each 
section is fitted with a separate grid for each ele- 
ment. The grids are made of a non-corrosive 
material and will last indefinitely. The burner is 
fitted with an adjustable air-shutter and gas-cock 
which makes it possible to obtain perfect regu- 
lation of the flame regardless of gas pressure. 


This famous burner is found only in the follow- 
ing makes of Gas Heaters: Reliable, Quick Com- 
fort, Dangler and New Process. 


Order a sample of any one of these. Give it a 
doubly-careful examination. You'll be delighted 
with it—particularly with the way it’s made. 
After you have looked it over, light the burner. 
Immediately you'll get intense heat beautifully 
distributed from one end of the burner to the 
other, and from top to bottom of every element. 
You'll note there’s an entire absence of odor— 
and you'll wonder at the perfect radiation of heat 
from out the front. 


Then you'll feel you’d like to have your cus- 
tomers appreciate these excellent Golden Glow 
Heaters. So—send in your order for Golden 
Glow Heaters to re-sell to your customers. Soon 
you'll have a gas-heater business—and a profit- 
able one, too, because the price of these heaters 
iS RIGHT. 


AMERICAN STOVE CO. 
ST. LOUIS, MO. 
Largest Makers of Gas Ranges in the World. 
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Showing Burner, Mixing Chamber and Valve 


The giant Heat-Elements used 
in Golden Glow Heaters are 
different from any heretofore 
designed. And — THEY ARE 
BETTER. The Golden Glow 
Elements are three inches wide, 
have parallel closed sides and in 
clined perforated fronts. The 
backs are straight and recessed, 
thereby forming dead air-spaces. 
This type of construction renders 
fire - brick backing unnecessary. 
Moreover, within the elements are 
a great number of radiating points. 
This feature insures even and 
brilliant heating of the entire 
surface. 
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Cut-away view 
of Giant Ele- 
ment used in all 
Golden Glow 
Gas Heaters. 
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The Human Side 


of a 
(reat Business 
Publication 


Back of every great enterprise 
is a human element contrib- 
uted by those men whose ex- 
periences and personalities are 
reflected in that enterprise. 


This ts the elemcnt that molds 
opinion, creates good wil and 
makes or mars its success. 





















O Frank Mappes the hardware 
S field is indebted for the in- 
tensely practical counsel he so 
freely gives in his HARDWARE 
AGE articles on the arrangement and man- 
agement of hardware stores. 





Mr. Mappes brings to his editorial work a 
broad experience of twenty years as store 
engineer. In this capacity he has analyzed 
and reorganized many retail businesses. He 
has rebuilt equipment as well as organiza- 
tions; he has redesigned many stores and 







has put systems in many others. 






Some of the best designed and most ef- 
ficiently organized hardware stores in the 






country stand as monuments to his genius in 





his calling. 





During his connection with the Winchester 





“Yj 
Ly 
VM, 





A.B.C. 


259 West 39* Street 





“The Most Influential Hardware Paper’”’ 


Frank Mappes, Contributing Editor 


(Store Management and Store Arrangement) 


Company he acted as adviser and store 
engineer for the five thousand Winchester 


dealers. 


Mr. Mappes is now giving the readers of 
HARDWARE AGE the benefit of his ex- 
perience, both through his published articles 
and through his personal attention to the 
many problems dealers submit to him. 


His enthusiasm for efficient store arrange- 
ment is catching. Thousands of dealers are 
bettering the appearance and selling power 
of their stores by following his suggestions. 


Mr. Mappes’ work is an important feature 
of the well-rounded, business-building ser- 
vice to its readers that has placed HARD- 
WARE AGE in the forefront as one of 
America’s most influential and successful 


business papers. 


August 27,1925 
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It’s all battery. With every cubic inch Z 
“B” Battery. 45 volts. Length, packed to capacity, it contains about 
8 3/16 inches. Width, 4 7/16 30 per cent more electricity-producing 
inches. Height, 7 3/16 inches. material. All chance of loose or broken 
Ae a 14% pounds. Price, connections avoided by contact of full 


No. 486 Eveready Layerbilt 


area of carbon plate against zinc plate. 
The scientifically correct construction. 


Announcing the greatest improve- 
ment ever made in “B” Batteries 











WE HAVE perfected, and will announce 
to the public in September, the new 
Eveready Layerbilt “B”’ Battery, abso- 
lutely new in construction, developed 
through years of research—as superior 
to the old type “B”’ Battery as a tube 
set is to a crystal. 


Heretofore, all dry “B’’ Batteries 
have been made up of cylindrical cells 
—no one knew how to make them any 
other way. The new Eveready Layer- 
bilt is made of flat layers of current- 
producing elements compressed one 
against another, so that every cubic 
inch inside the battery case is com- 
pletely filled with electricity-producing 
material. Layer-building heightens 
eficiency by increasing the area of zinc 
plate and the quantity of active chemi- 
cals to which the plate is exposed. 


After the most rigid laboratory tests, 
more than 30,000 of these new Ever- 
eady Layerbilt “B’’ Batteries were 
manufactured, and tested by use under 
actual home receiving conditions. These 
tests proved that the new battery is 
far superior to the famous Eveready 
Heavy-duty Battery No. 770, which 
up to now we have ranked as the long- 
est lived “B”’ Battery obtainable. 

On 4-tube sets, 16 mil drain, it lasts 35% longer. 
On 5-tube sets, 20 mil drain, it lasts 38% longer. 


On 6-tube sets, 24 mil drain, it lasts 41% longer. 
On 8-tube sets, 30 mil drain, it lasts 52% longer. 


The new Layerbilt principle is such 
an enormous stride forward in radio 
battery economy that we will bring 
out new sizes and numbers in this 
Layerbilt form as fast as new ma- 
chinery is installed. For the present, 
only the extra-large 45-volt size will 
be available. As other sizes are pro- 
duced, you will be advised, well in ad- 
vance of the public announcement. We 
suggest that you place your order with 
your jobber at once and participate 
from the start in the tremendous new 
fall business in this best of all batteries. 


Manufactured and guananteed by 


NATIONAL CARBON CO., Ine. 
New York San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY HOUR EVERY TUESDAY at 8 P.M. 
(Eastern Standard Time) 

For real radio enjoyment, tell your customers to | 
tune in the ‘‘Eveready Group.’’ Broadcast through: 
WEAF New York WGR Buffalo wwi Detroit 
WJAR Providence WCAE Pittsburgh wcco | y= aa 

St. Pau 


WEEIE Boston 
WFIi Philadelphia WSAI Cincinnati WOC Davenport 


Radio Batteries 


~ they last longer 
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No. 17 





M ANY. builders 
and _ architects 


who want “the right 





for every 
specify Allith 
and _ = hard- 


hanger 
door,” 
hangers 
ware. 


The high carbon steel 
and malleable iron 





No. 68 


No. 68 Hanger is 
shown _ above. For 


No. 3 
Allith 


No. 6 


No. 3 Fire 





that goes into Allith 
designs insure long 
useful service, with 
maximum carrying 
weight for busy door- 
ways. 


No. 6 double adjust- 
de- 


to accommo- 


able hanger 1s 
signed 


date doors from 134” 


Door Hanger—built 


of malleable iron 


with roller bearings. 


use with Allith No. 
67 trolley track. 
Wheels are 3” in 
diameter — malleable 
and steel construction 





doors 134” to 
thick. 


of 1,000 pounds. 


For thruout. 


Write for full par- 
ticulars on any of the 
Allith designs, and be 
sure you have our 
new No. 91 Garage 
Hardware catalog. 


DANVILLE 
ILLINOIS 


to 23%” thick with ap- 
shown 38 P 


Ware- 


Hanger 


Above 1s 
Allith No 17 
house Door 
for doors from 13%” 
to 3%” thick. Ap- 
proximate carrying 
capacity 2,000 pounds. 


ALLITH-PROUTY COMPANY 


Manufacturers of 


proximate capacity of 23,” Capacity 


1,000 pounds. 


Rolling Ladders 


Fire Door Hardware 
Spring Hinges 


Door Hangers 
Overhead Carriers 


Garage Door Hardware 


A-P Products 


OF QUALITY” 


Representative Jlobbers distribute 
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“Why he sells best 
who sells McKinney Products 


The striking advantages of 


McKINNEY 
FOOT BOLTS 


HE tell-tale test of a foot bolt is, does it 

lock securely, quickly and easily; and, is it built 
to outlive the door it serves? Note how McKinney 
has met every one of these qualifications. 

















1. It always locks whether the down- 
ward throw is complete or not. No 
fly-back—it stays in any position. 


2. Action of wind against door will 
not release McKinney bolt. 


3. The bolt proper is rustproof tubu- 
lar steel. It automatically cleans 
strike—dirt in strike does not pre- 
vent locking. 


4. Direct foot power used both to lock 
and release—no springs to rust, crys- 
tallize and break. 





5. Tests prove it most efhcient and 
strongest on the market. 


Rustproof 
»_ [UB ULAR The illustration shows No. 1960 Japanned. Made 
| Ste el also in other finishes, including Dead Black, Dull 


Brass and Antique Copper. 








McKINNEY MANUFACTURING COMPANY 
PITTSBURGH « « 4# «# 4 PENNSYLVANIA 


a McKINNEY Product 
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Get Ready For Fall 


Business! 


ARKET observers predict good tall business tor 
the retail hardware trade. This prediction is based 
on the following conditions: Firm prices; light 
retail stocks; healthy wholesale stocks; greatly 

improved agricultural conditions; extensive building pro- 

grams and less unemployment. 
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Hustling merchants found August satisfactory and will 
in all probability make good sales records during the fal! 
months. Many of them have already placed initial orders 
and are about to take deliyeries with the realization that 
highly seasonal items must be sold within the season and 
are frequently among the most profitable lines handled. 


If you have not already placed initial fall orders—do sa at 
once in order to get prompt delivery, for if the goods are not 
on your shelves you cannot sell them. 


Let vour customers know through the media of your win- 
dows, advertising, and interior displays, that you are com- 
petent to fill their fall requirements. 


Get ready for fall business! It will be ready for you! 
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Follow the practical money-making 
suggestions outlined by Mr. Catlin in 
this article, and Turn Dull Days into 
Profits. 


August 27, 1925 











Feed Your Cash Register with Camp Stove Sales 


By Charles P. Catlin 


RE you getting the most out of your invest- 
| ments in seasonable lines? 
= Are you taking full advantage of the 
present day sales opportunities created by the 
constant changes in our mode of living? 

Many so-called “‘seasonable” lines of merchan- 
dise now have an all-year-’round demand. 

Take the modern camp stove, for example, with 
its compact, built-in oven, warming closet and 
drum heater. You have nothing short of a minia- 
ture kitchen range and a miniature heating stove 
allin one. These miniature ranges will fry, broil, 
roast, boil, bake and toast to perfection. The out- 
door enthusiast can now enjoy three “squares” 
of clean, well-cooked food anywhere out of doors 
as conveniently as at home. 

They enable you to eat whenever you want, 


whatever you want. You don’t have to stick to 
canned food or fried food. No need to scout 
around for wood—which may be too damp, any- 
way! No need to coax a slow fire while wood- 
smoke makes your eyes smart! To paraphrase 
the old song, “It’s always good weather when food 
and a modern camp stove get together.” No need 
for worry about the elements! Wind, rain or 
snow does not prevent these sturdy little cooks 
from getting into action and answering the call of 
“Let’s eat!’ As quick as you can shout they’re 
on the job, sure-fire, preparing appetite-satisfy- 
ing, health-building food. 

Nicely cooked food right on the spot when you 
want it certainly does hit the taste-spot right and 
make the whole day bright. A man doesn’t miss 
the Mrs. so much at meal time with such a camp 
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stove, and if the lady is along agypsying, she 
doesn’t miss home cooking facilities—in fact, it’s 
a lot more fun when her kitchen is the whole out- 
doors. Anyone can be a good chef with it—and 
you can enjoy Main Street’s best food in the wil- 
derness. 

Conservationists call camping stoves fire-fight- 
ers as their use in the open or in the woods helps 
prevent prairie and forest fires. Every lover of 
outdoor life should encourage the use of these 
modern camp stoves for this reason, if for no 
other. 

These stoves are compact. They fold up and 
are carried like a suit case. This feature has 
made a big hit with the summer vacationist. You 
see them everywhere—on hiking parties, picnics, 
weekend yachting, auto-camping and fishing trips. 
Our great army of outdoor lovers have learned 
“the smooth way to rough it’”—and old Gen. Ap- 
proval has adapted them as standard equipment. 
The best of the outing is the eating—the best eat- 
ing is to be had fram good cooking. 

These stoves have another strong selling point. 
There’s no trouble from ‘wet blankets” on the 
trip. For they heat and dry as well as cook—and 
even if campers get caught in a storm and are 
rained on until thev’re wet as Rum Row, they can 
get dry in a jiffy. 

Display and feature camping stoves during the 
camping season for use on “green days in forests 
and blue days at sea.” But their market is even 
wider. Here is your opportunity to increase sales 
by using imagination! 

They will render an emergency service as a 
range and heater for light housekeeping, warming 
milk for the baby and preparing nursery foods. 
Doctors, dentists and medical scientists of all 
kinds use stoves of this character for sterilizing 
instruments and office laboratory work. They are 
the favorite stove for the hunter’s lodge, the trap- 
per’s cabin and the sheepherder’s outfit as well as 
for the summer cottage and camp. 
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They serve two practical purposes—cvoking 
and heating. They help meet the two fundamen- 
tal needs of life: heat and eats. They will take 
the chill off cold, damp rooms during the spring 
and fall months. 

One of my friends told me that during the un- 
seasonable cold, wet weather last spring he found 
himself temporarily out of coal. His house was 
very uncomfortable. His wife suggested they try 
out their camp stove with the built-in-drum heater 
as an emergency heater. It worked to perfection, 
heating two rooms very nicely. 

This winter I shall use it to warm my garage 
on the below zero nights, he said, thus saving 
many dollars’ worth of damage to my automobile 
and trouble in starting. 

These stoves will heat a tent and warm a sum- 
mer cottage on chilly wet nights and cool, damp, 
rainy mornings. They are also in demand for 
winter sport parties, such as skating, coasting, 
snowshoeing and skiing. No frozen fingers or 
toes when they keep folks warm—but plenty of 
hot refreshments! 

They will bring comfort to the duck hunters in 
their blinds on a frosty November morning as 
well as supplv them with hot food and coffee when 
desired. No smoke to scare the birds away from 
the blind! No shivering long waiting for break- 
fast! 

Don’t overlook the fact, either, that one of the 
most welcome gifts an outdoor enthusiast can be 
given is an up-to-date camp stove. Feature and 
display these stoves during the Christmas shop- 
ping season—and Santa Claus will make many 
purchases of them from you. 

Playing seasonable lines to win all vear ‘round 
sales is profitable merchandising—the kind that 
enables merchants everywhere to play the tune 
of “‘jingle bells, jingle all the way” from January 
to December on their cash registers and turn dull 


days into profits. 











A British Merehant on Norvell’s Article 


on English Conditions 


We are in receipt of a letter from a very prominent merchant in England, copy of which 
is given below. This merchant is the head of a house that has been doing business in one 


line for 300 years in England. 


“We were much interested to receive Mr. Norvell’s article in HARDWARE AGE, and we should say, 
in our humble opinion, that Mr. Norvell’s observations on the conditions in England, are very 


shrewd. This country is certainly ‘up against it.’ 


During the last few days, we have just averted 


a general coal-strike, which strike would inevitably have spread to other fundamental branches 
of industry, and the pulse of this country would have more or less ceased to beat. The Govern- 
ment had the choice of fighting the coal-miners, and letting them do their worst, or giving way to 
them, and they chose the latter course, the result of which will mean that the unfortunate tax- 


payer will have to foot the bill.” 
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Colorado Hardware Store Sells 70% of its 
$15,000 Annual Paint Volume to Women 


son- Gardner Hardware Company, Pueblo, 

Colo., a lot of hardware merchants who have 
paint peor ene are overlooking their most 
profitable source of paint sales in an effort to se- 
cure the patronage of the big buyers. 

In a little over five years this company has built 
up its paint department to the point that it now 
does an annual volume of about $15,000. Accord- 
ing to H. E. Robinson, one of the owners of the 
store, it is one of the most profitable departments 
in the house. That it is possible for the hardware 
store to speed up its paint turnover rate consider- 
ably is proved by this store, too, for this annual 
volume of $15,000 is done on an investment of 
$1,200 to $1,500. 

The experience of this Colorado store teaches 
a number of interesting facts about the sale of 
paints. Perhaps the most important of all is that 
hardware merchants can easily overlook their 
most profitable source of sales in a too concen- 
trated effort to sell the big painters in their trade 
territory. Robinson-Gardner Hardware Company 
has discovered that women are the most impor- 
tant of all potential buyers of house and interior 
paints; and without excessive effort, the store has 
interested women in its paint stock to the extent 
that they now buy between 65 and 75 per cent of 
all the paints sold in the department. The store 
has developed this women patronage partly in 
self defense, partly because the owners believed 
that in the long run there was more profit and a 
hetter future in the numerous small buyers of 
paint than in the few big buyers. 

Before trying out their present system five years 
ago, the Robinson-Gardner Company had unsuc- 
cessfully sold paints for a time. In Pueblo at 
that time the general demand seemed to be for 


A” (CORDING to the experience of the Robin- 


paints that sold at a price. Quality and ready- 
mixed brands did not seemingly appeal to the 
painting trade. 

The owners of this hardware store concluded 
to try something radical for Pueblo—to push 
quality paint. Something over $3,000 worth of 
it sold the first year. 

There was opposition to it on the part of paint- 
ers in the city, but the company stuck to its guns. 
At the same time the firm saw an opportunity of 
developing a following among the home owners 
who do their own little paint jobs. The store 
began catering to this class of patronage, which 
is largely women. And thus, through this source, 
the present business has been built. There are, 
however, several painters who now buy their 
paints and paint supplies from this store. 

“Advertising and cooperating with the manu- 
facturers are largely responsible for breaking 
down sales opposition and creating a following 
among the actual home owners,” says Mr. Robin- 
son. “We secured the business of most of the 
painters who now use our paints, by going out on 
the job where they were, telling them about our 
line and asking them to try it at our expense. 
The chief argument against us was one of price. 
We overcame it by telling them to give it a trial 
and compare its cost on the basis of the whole job. 
We won one of our best professional painter cus- 
tomers by giving him a gallon of house paint and 
insisting that he use it without cost to him. With- 
in a week afterwards he bought some seventy-five 
dollars’ worth from us.” 

The company is governed in its advertising 
largely by the advertising program of the manu- 
facturer. When the latter is advertising exten- 
sively the store increases its local newspaper 
space, using copy that is toned similar to that of 
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the manufacturers’ copy. Every week, however, 
there is at least some space devoted to paints; 
and this usually appears along toward the last of 
the week and in Sunday editions. Mr. Robinson 
believes that a Sunday paper is a good medium 
for advertising paints, especially to women, for 
the prospects have more time to read on Sunday. 
Manufacturer’s color charts are prominently 
featured in the store’s newspaper advertising. 
Considerable direct mail matter is used, and this 
consists largely of helps supplied by the manu- 
facturer. Simplicity in the use of the paints is 
always stressed in all of the advertising copy. 
During the spring a great deal of window dis- 
play space is devoted to paints for several weeks, 
and paints are at least represented in the win- 
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dows throughout the year. The paint department 
is set off from the main store, with a separate 
entrance leading to it and the office of the com- 
pany. The stock is so arranged that it looks es- 
pecially attractive from the street, thus bringing 
in many small buyers who are reminded of buy- 
ing by seeing interior displays. 

An outside man spends a good part of his time 
calling upon paint contractors, and architects to 
get them to specify the store’s line of paints in 
the jobs they plan. 

Care in buying is responsible for some of the 
increased turnover enjoyed by the paint depart- 
ment; and Mr. Robinson is of the opinion that if 
hardware dealers who have paint departments 


(Continued on page 76) 


Sells $30,000 Yearly in Paint 
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CCORDING to Fred P. Erlenborn, vice-presi- 

dent and general manager of the Soedler 

Hardware Co., La Salle, Ill., the paint busi- 
ness in a hardware store can be made just what 
you want it to be. He claims that there is no 
other line that responds so readily to aggressive 
selling methods as paint and certainly his own 
experience gives him license to speak with au- 
thority on the subject. 

Four years ago when he first took charge of 
the store, no paint at all was handled but almost 
immediately, Mr. Erlenborn started a paint de- 
partment which last year did over a $30,000 busi- 
ness. Each spring for the past three years he 
has placed a single order with manufacturers for 
a full carload of mixed paints and for the past 
two years he has also bought white lead by the 
ear. This spring he bought $1,500 worth of 
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brushes in one order. 

While the average stock carried runs ap- 
proximately $8,000 and includes everything in 
the paint, varnish and accessory lines, it is really 
simplified to a remarkable degree. Only one line 
of each item is carried and in the case of the 
mixed paints and varnishes only the best qualities 


are considered. Mr. Erlenborn says that he 
doesn’t believe he loses sales through not carry- 
ing a range of grades and he knows that he has 
gained sales by being able to guarantee his mer- 
chandise unqualifiedly. A fair idea of the com- 
pleteness of his stock may be gained through the 
fact that his brush line ranges in selling price 
from 10 cents to $13.50. 

The stock of paint and varnish is carried on 
a series of pyramid display racks arranged down 
one side of the main aisle of the store. 
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Our Readers’ Forum 


H. W. Geller on the “‘House to House 
Bugaboo” 


¢¢ yp ALWAYS take pleasure in reading 
the HarpWARE AGE and was very 
much pleased with the splendid arti- 
cle written by Harry R. Wellman, entitled 
“THE HOUSE TO HOUSE BUGA- 
BOO.’ 

“Personally I believe that this ‘BUGA- 
BOO, as did “THE OLD TIME PED- 
DLER,’ will gradually disappear, if not 
altogether, at least to such small propor- 
tions that business men in the hardware line 
will have to pay but very little attention to 
him. In fact, I believe, even at the present 
time this ‘BUGABOO’ talk and its sup- 
posedly bad effect on business, is being con- 
siderably overdone. 

“Today many manufacturers are getting 
up lines of goods especially to combat Mail 
Order Houses and this house to house can- 
vasser, and in most cases, as in the case of 
the brushes mentioned in Mr. Wellman’s 
article, the merchant is able to sell these 
goods at a much less price than the can- 
vasser, and give the consumer a_ better 
article. 

“Today by far the strongest competitor 
the merchant has is the Catalog Mail Order 
House, and this competition is growing 
stronger by leaps and bounds, making large 
increases in sales and taking considerable 
‘ash away from the different communities. 

“If I were a merchant, I would put up in 
my store a large sign with the wording 
something like this—‘WE MEET ALL 
PRICES MADE BY CATALOG 
MAIL ORDER HOUSKES,’ and a good 
merchant and a good salesman certainly can 
do this, if not with goods of the same or 
similar quality, at least with the proper 
argument. If the merchant does not handle 
the same grade of goods, as a rule he has 
something even better or more appropriate. 
In many cases leaders are made by the Cata- 
log Houses, and I am satisfied the mer- 
chant will be glad to make the consumer a 
special price on goods of this kind. Sup- 
pose the merchant should have to sell some 
goods at a close price; why not do so and 


charge this up to advertising expense, if in 
this way he can retain the balance of his 
customer’s business, and his confidence. 

“Many of the most up-to-date and live 
dealers, as a rule, have a Price Service. 
which gives them a chance to quote up-to- 
date prices immediately, and if they will 
mail, telephone or telegraph the order to 
their jobber, they can have the goods for 
their customer as quickly, if not quicker 
than the Catalog Mail Order House could 
furnish them, and the customer would not 
have to forward his money in advance. 

“With the Price Service and a catalog 
the merchant, or his clerk, can also go out 
and do some canvassing, not only in his own 
town, but among the farmers, and he will 
be surprised at the wonderful results. 
This canvassing could be done during 
the time the business is quiet, or when 
the farmers are too busy to come to town, 
and with a little p.m. to the clerk as an in- 
centive it will make him a good salesman. 
A. few attractive samples should be taken 
along with the catalog and Price Service. 
The dealer, or his clerk, certainly has a won- 
derful advantage over the strange solicitor, 
as he can readily gain an audience, whereas 
the stranger often has a hard time to get in. 

“Large display counters, with innumer- 
able salable items, of which there are so 
many in the hardware line, also bear wonder- 
ful results and keep many orders from going 
to the Catalog Mail Order Houses. I 
recently made a trip through St. Louis 
County with one of our salesmen calling on 
the trade—during the time the merchant 
was busy with a customer, a lady selected 
five items from a display table, which she 
otherwise would not have bought, or pos- 
sibly would have purchased same from a 
Catalog Mail Order House. 

“T am afraid many dealers and many 
salesmen do not get in close enough touch 
with their customers. ‘They don’t have ‘“‘that 
smile that won’t come off,” or “that twinkle 
in the eye,” when selling goods. Let your 
customer know that you are there—I give 
him a slap on the back and a hearty hand- 
shake, and he will often buy more goods 
than he had anticipated buying. 
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“As in the large cities, many of the 
smaller towns are forming Commercial 
Clubs. Many wonderful things can be done 
through these Clubs and my suggestion 
would be to have monthly get-together par- 
ties or meetings, advertise these meetings to 
everybody in town, as well as to the farm- 
ing and mining communities. Have some 
good speakers on hand to draw the crowd— 
a Congressman, your United States or State 
Senator, your Washington or State Repre- 
sentative, your Mayor, the president of 
your Commercial Club, or anyone who 
might be a good drawing card in the com- 
munity. A barbecue might also be a good 
drawing card. | 

“During this meeting a member of your 
Commercial Club, or one of your merchants 
should make a strong and enthusiastic talk 
on building up the community and the sur- 
rounding country, and outline in particular 
the value of spending money at home and 
in this way enlarge and enhance the value 
of all property through the building up of 
the towns, the farms and property in gen- 
eral, thus making the community more self- 
sustaining and important. 

“Again I say, the Catalog Mail Order 
House is going to hurt the dealer still more 
and more, unless he makes up his mind to 
do something to cut this competition out of 
the section of the country in which he is 
located. 

“Some may not agree with me on this 
article, nevertheless what I have said has 
been demonstrated in some cases to very 
good advantage.” 

(Signed) H. W. GELLER, President 

Geller, Ward & Hasner Hardware Co. 

St. Louis, Mo. 7 

P. S.—Don’t forget, the dealer has the same 

advantage over the Mail Order House as 

the peddler; both can show samples which 
the Mail Order House cannot do. 


Why We Are Enthusiastic Over Electrical 
Sundries 

6 KE, are very enthusiastic over elec- 
trical sundries. We kept a rec- 

ord last year of the items sold in 

this line, and sales were good considering 
the population of our town being only 400. 
“Hardware dealers who do not handle 
electrical fittings, wire and accessories of all 
kinds in any size town they happen to be in 


are missing a good bet. With every family 
in nearly every town using electricity there 
is a large volume of business to be had in 
this line. For instance on drop cord. We 
have sold that for the purpose for which it 
is intended, also for hooking up hot shot 
batteries on flivvers, connecting dry cell bat- 
teries, light wire on automobiles, lead-in wire 
for radios, ete. 

“We handle (and we believe in handling ) 
anything that can be handled in a hardware 
store and be considered in our line—that 
‘an be sold at a_ profit and turn often 
enough to be a paying proposition. Auto 
accessories, electrical and radio equipment 
are money makers for the hardware man. 
Some dealers are reluctant as to auto acces- 
sory possibilities, believing that belongs to 
garages. We consider the garage as a re- 
pair shop and storage building for automo- 
biles. ‘They have taken the place of the 
livery stable vears ago when livery stables 
flourished (so history tells us). The livery 
man didn’t always, in fact, we think, hardly 
ever sold harness, buggies, whips, ete.” 

(Signed) OTTO WILSON, 
Wilson Hardware, 
Waterloo, Neb. 





Mr. Godschalk on Keeping Good Times 
with Us 


T’ certain periods of the vear, for in- 
A stance in midsummer and just after 
the holidays, the thought of “Bad 
Business” or “Dull Times” seems to be 
prevalent. : 
Why are THESE particular times 
picked out for this “ecry’’¢ 

Many times the weather is perfect. me- 
chanics are working, material is needed and 
money is being circulated; still the ery of 
dull times is heard all over the land. 

Is not this a mesmeric thought, a thought 
that we eventually seem to believe, a law for 
which we lay down all because this word is 
echoed everywhere / 

Some years ago, when so many people 
were unemployed, the newspapers came out 
‘ach morning with big headlines, ‘Millions 
of people out of work” or some such dis- 
turbing message; now for instance a man 
really wanted to go out to seek employment, 
this message alone might have made him 





(Continued on page 75) 
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Modern Store Fixtures Increase 
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Hardware Sales 


HE average woman dislikes to buy anything 

“sight unseen’—in fact she wants to ex- 

amine it closely before she buys and the 
easier it is for her to look at and handle merchan- 
dise the more she is apt to purchase. At least 
this is the conclusion drawn by I. B. Meyer, 3441 
Chicago Avenue, Chicago, after occupying a 
brand new store building, equipped with modern 
fixtures, for the past ten months. 

Up until last November, the Meyer Hardware 
was one of the somewhat typical and common 
neighborhood stores, which depend entirely on 
the housewives and home owners for business. 
The store room, then located a few doors from 
its present site, was rather small and Mr. Meyer 
realized that he was greatly handicapped in his 
efforts to sell merchandise, not only through the 
lack of adequate window space, but even more 
so by not being able to show his goods to ad- 
vantage on the inside of the store. Consequently, 
when he decided to put up a new building, he 
made it a point to overcome all of the objections 
he had to the old place. 

The new building, itself, is a one-story brick 
affair, with a store room 30 feet wide and about 
100 feet deep and a ware room in the rear 30 
by 50. Two large sky-lights, placed somewhat 
toward the rear, give the back of the store ex- 
cellent natural light and entirely do away with 
that “entering a cave” feeling of anyone enter- 
ing a dark store. 

The fixtures, which were installed by the J. 
D. Warren Manufacturing Co., consist of wall 
cases with sliding glass doors arranged on either 
side at the front, followed by several sections of 
glass front sample doors attached to the shelv- 
ing, while at the extreme back of the store, the 
paint and some of the kitchenware is displayed 
on open shelving. A four-foot aisle has been 
left on each side running the full length of the 
store in front of the wall fixtures and the center 
of the room is occupied by a horseshoe arrange- 
ment of floor cases, back of which are several 


low display tables containing the bulk of the 
kitchenware. Directly in front of the paint 
shelves, in the rear right hand corner is the 
wrapping counter, underneath which are the nail 
bins, and back of it, a niche in the wall fixtures 
furnishes space for the cash register, an arrange- 
ment that causes every customer to walk prac- 
tically the whole length of the store, an advan- 
tage which is self-evident. A little balcony of- 
fice occupies the opposite back corner and be- 
neath is room for a glass board, a small repair 
bench and a key machine. 

Mr. Meyer estimates that for the ten months 
that he has been in the new store his sales are 
approximately 30 per cent more than they were 
for the same period last year and he gives the 
fixtures and their attendant merchandise dis- 
plays full credit. Not only are more sales pos- 
sible but it is his contention that customers buy 
better and higher-priced quality of goods in a 
store where everything is attractively displayed 
and where the store itself gives every evidence 
of prosperity and well being rather than a clut- 
tered and untidy appearance. As an example of 
this he cites that when he moved into the pres- 
ent store, he put in a line of dishes and table 
glassware, and while his sales of it so far have 
totaled better than $2500, it has all been the 
higher-priced ware and the cheaper stuff, on 
which he expected to do a good volume, is not 
moving. 

Another advantage of modern fixtures, ac- 
cording to Mr. Meyer, is the ease with which 
customers can practically wait on themselves and 
he tells of a young couple who came into the store 
when he was particularly busy with other cus- 
tomers, so that it was some twenty minutes be- 
fore he could get around to wait upon them. 
When he did finally reach them, they had already 
selected about $8.00 worth of kitchenware from 
the display tables and all he was called on to do 
was wrap up the articles and make change. 








In Appreciation! 


Llew S. Soule, Editor 
HARDWARE AGE 

New York, N. Y. 
Dear Sir: 


On behalf of the representative hardware dealers of the Jersey coast, I wish to take this oppor- 
tunity to express our sincere appreciation and thanks for the splendid address you made to us last 


Monday. 


From reports that have been received here at the store, the men have received more information 
and help from your talk than we have gained from any speaker before, and look forward to having 


you with us again at some future date. 


I also wish to express my thanks in responding so readily to the appeal for a speaker. 


C. H. SNYDER, President and Treasurer, 


Snyder & Robins, Inc., 
Asbury Park, N. J. 
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The arrangement of mer- 

7 chandise in the rearranged 

: store of I. B. Meyer, Chicago, 

: is a constant invitation to 

; purchase because of the at- 

‘ tractive manner in which it is 

4 brought to the attention of 

: prospective buyers. 
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What feminine buyer could 
resist this striking display of 
kitchenware in the rearranged 
store of I. B. Meyer of 
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A member of the fraternity of bell ringers. 
one of the inglorious Glorified Pedlers, walked 
up to the door of a large house a couple of days 
after New Years day (and this is an honest-to- 
goodness story) and rang the bell, ignoring 
the prominently placed wreath of immortelles, 
placed there by the undertaker to indicate the 
presence of Death within. After ringing the 
second time and waiting, the pedler heard 
the sound of steps inside and the door was 
ope ‘ned by a member of the family. 

“Good morning!” greeted the caller, and in- 
dicating the wreath he added: “I see you 
haven't taken down your Christmas decora- 
tions vet!” 

* es 

[ have sometimes wondered why a retail 
salesman who never shows by other actions 
any great personal interest in the welfare of 
the store, will act toward a customer returning 
goods as if the refunded money were to come 
right out of his own pocket. It would seem as 
if this disinterested salesman might be cheer- 
ful in such a case and send the customer away 
feeling pleased. 

5 *K *# 


I asked a merchant about a certain very ac- 


tive, energetic young retail salesman employed 
by him. “He’s the fastest man on his feet I 
ever had,” he replied, “‘aand the slowest in his 


head.”” From which I draw the moral that the 
hardest working salesman may not be the one 
to produce the most business. Evidently it 
takes brains as well as hard work to get along 
in the hardware trade. 

a x * 


Don’t neglect a visitor or think him unim- 


“We cannot fight the French with 


300,000 red uniforms,” said Thomas 
Carlyle. “There must be men in- 
side of them.” Your boss might say, 
“T cannot make sales with three (or 
five or ten) fine suits of clothes, even 
though each has a gardenia in the 
coat lapel. There must be salesmen 
inside of them.”—The Man Behind 
the Counter. 


portant because he says he is “Just looking 
around.” The visitor who is just looking 
around bears the same relation to personal sell- 
ing that the inquiry or signed coupon sent in 
bears to mail selling. When you have someone 
in the store who is sufficiently interested in 
something to come in and look around you have 
someone who is more than an ordinarily good 
prospect, though it may take a little tact to find 
out just what he has in his mind. 


* * * 


If you were a ball player you would not 
expect them to start the game until you and 
every other player were in position, would you? 

3ut perhaps you think a ball game is more im- 
portant than business, that you do not feel the 
same importance about being in your place 
every day when the store starts going. 


* * * 


As I listen to some retail hardware salesmen 
talking about goods in the electrical stock I 
sometimes think they might truthfully say, as 
Corra Harris, the writer, once said as she 
started to discuss a given subject: “I can speak 
out of the abundance of my ignorance, un- 
hampered by experience.” 


* * *k 


Gookin, the historian of early America, says 
that after a clergyman had announced at a pub- 
lic service of thanksgiving that God was to be 
thanked for having saved Chelmsford from the 
attack of the savages in King Philip’s War, 
Wanalancet, the friendly Indian who had influ- 
enced the savages to spare the village, arose 
and solemnly said, “And me next.” 
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DOLLAR DAY can be made a success and 
A a paying proposition, for the average hard- 

ware store. The most essential item of 
interest to the prospective Dollar Day customer, 
is—‘‘Do I really get more than the average dol- 
lar’s worth, as advertised in the Ad? This ques- 
tion has been answered pro and con, and if the 
truth were known very nearly all the Dollar Days 
which have fallen flat, can be laid to the fact of 
trying to work off old, shoddy, or unreasonable 
merchandise. In other words, the Dollar Day 
campaign has not been well organized, according 
to the experience of the Peoples Hardware Co. In 
a letter to HARDWARE AGE, Ray Poore, manager, 
says: 

“Did you ever notice the way some of the big 
Advertisers keep before you, some one idea, or 
similarity in their Ads? They drill this idea 
into your mind so thoroughly that you simply 
cannot forget what merchandise that particular 
idea stands for. 

“Now if it pays these big Advertisers to con- 
tinually use a single idea, why not the little 
fellow? 

“Another concrete point not to be overlooked 
is:—“‘Why not cash in on the efforts of others, 
by using their Well Known Merchandise in your 
Dollar Day Ads? Is it any harm, or is it cutting 
prices when you can give to your customers, for 
‘one day only’ something seasonable, at a price 
they know is below the everyday price? 

“You know that through publicity you get busi- 





ness—And mark this down—‘‘No 
No Business.” 

“The Peoples Hardware Company can truth- 
fully say that through these two contact points 
—Similarity of advertising, in continually using 
one layout for the Ad, and cashing in on the 
Well Known Merchandise, they have made a 
grand success of their Dollar Day. 

“We have been a subscriber to HARDWARE AGE 
Service for the past six years, and out of this 
service, we get our Dollar Day Ad. Every 
Wednesday evening, the readers of our daily 
paper are compelled to see this same layout, until 
now, after three and one-half months of con- 
tinually using it, same is looked for by our cus- 
tomers. 


“We occasionally inject into our Dollar Day 
idea, a 59 cent day, a 79 cent day, or something 
or other below a dollar. This allows the use of 
items regularly retailed at higher prices, to be 
sold for one day only at a price known to be a 
bargain. | 

“Dollar Day makes many friends for the hard- 
ware merchant, if properly thought out, and real 
values given, but when once started, it must be 
kept up, and the spirit of Dollar Day must not 
be allowed to cool. 

“We get mail orders from time to time, out of 
the little surrounding towns, and can see an in- 
crease in the volume of business done on these 
special days.” 


Publicity,— 
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The Hardware Twins 


Article No. 2. Conecocting More Business 


N the next morning after Jim Winthrop’s 
() arrival in Brixton, twin brother Al Win- 

throp declared, as they sat at the breakfast 
table with the latter’s wife: 

“Jim, I’d be more than glad to have you take 
an auto trip with me today.” 

“No, no, Al!” Jim said, raising his thin hands 
in protest. “I didn’t come out here to interfere 
with your business. You go right along down 
to the store and ’tend to it. I'll find something 
to occupy my time during the day.” 

“The truth is, Jim,” Al replied, “this is one 
of my OUTSIDE days. I take a day a week out- 
side the store.” 

Jim stared like a perplexed schoolboy. “What 
do you mean?” 

“Well, at least one day a week I don’t go near 
the store—except perhaps to drop in a few mo- 
ments to see how things are going.” 

“You certainly are lucky,” Jim lamented. “I 
haven’t hardly had a day off in 15 years. There 
are so many details to attend to I just can’t seem 
to get away.” 

“T don’t exactly take the days off,” corrected 
Al. “I go fishing for trade.” 

“What, vou go canvassing?” Jim’s eyes opened 


wide. ‘“‘A wholesale salesman was speaking the 
other day about a storekeeper who sent men out 
to the homes. Told him I wouldn’t try any such 
foolishness in my business.” 

“IT don’t exactly canvass,” said Al, “but er— 
sort of mix in with my customers. ‘Concocting 
more business,’ I call the process.” 

Jim was more mystified than ever but he 
finally consented to go. They started off in the 
bright new coach. They had gone along two or 
three streets when Al spied a man working in a 
garden near his home. 

“Hello, Bill!” Al sung out as he stopped the 
car. “See your stuff is coming along fine. And 
doesn’t the house look great since you had it 
painted ?” 

Bill smilingly dropped his hoe and walked to- 
ward the car as Al got out and signalled Jim to 
follow. 

“Want you to meet my brother, Bill,” ex- 
claimed Al with genuine good cheer. 

The two men shook hands across the fence as 
Al added that Jim was in the hardware business 
in the East. For some minutes Al and Bill ex- 
changed conversation as would two close friends, 
but their polite efforts to pull Jim into it met 
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with little success. He was as interested as an 
infant is in algebra. Finally Al said: 

“Say, Bill, 1 imagine the next thing you'll be 
doing to improve the place is paint the interior.” 

“Well, I’ve been considering it,” Bill admitted. 
“But that is as far as I’ve got.” 

“You'll want good paint of course—something 
that will stand up like that outside finish I sold 
you. And you can’t beat our interior finish for 
wear—at any price.” 

“If you say it’s good, guess I’ll be safe chanc- 
ing it. In the past either your wares have been 
good or—” he paused to smile— “or I haven’t 
been clever enough to catch you lying about 
them.” 

They talked a couple more minutes, then Al 
and Jim went off in the car. 

“There’s five or ten gallons of paint sold,” 
commented Al. “Not so bad for the first cus- 
tomer I called upon.” 

“Sold?” Jim was perplexed. 
him give you the order.” 

“Nor I. But he will. When he thinks of paint 
for his interior work he’s going to think of me. 
Some Saturday he’ll come in with his wife and 
buy it. I know I’ve sold him that paint. He 
knows it too. And a few minutes’ social chat 
did the work.” 

“What schemes you put yourself up to for 
getting business!” Jim shook his graying head. 
“Next thing you’ll be doing is climbing trees to 
sight trade with a pair of binoculars. I never 
believed in such furbelows. If a fellow wants 
anything, why shouldn’t he go to the store and 
get it?” 

“He should—and does—sometimes. But if 
anybody else shows more interest in him and his 
trade than you do the other fellow’s likely to 
get the business. A good part of our business 
comes from keeping friendships green in the 
manner you saw me do with Bill a few minutes 
ago.” 

“Well, you happened to strike a fellow who 
wanted to paint up inside and out. But I guess 
generally finding business that way is hard as 
discovering daylight with a lantern.” 

“This isn’t such a hit-or-miss proposition as 
you’d think,” broke in Al, displaying a tolerence 
as broad as his shoulders. He rubbed his rounded 
chin a moment. “I’ll have to drive you back to 
the store and prove it.” 

When they reached the store Al took Jim into 
his office and pulled out a drawer of a steel filing 
cabinet. From the G’s, Al picked out a card 
headed Gorton, William. Beside a date was the 
entry, “Purchased 10 gallons of outside paint. 


“T didn’t hear 
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Remarked he’s going to have inside of house 
painted next year.” 

Jim looked over the card in a condescending 
mood. 

Al pulled out another card—Jones, Henry. Be- 
side a date on it was: “Bought cheap stove lin- 
ing. Didn’t want to spend much on it because 
he expects to purchase a new range soon.” 

They motored to Henry Jones’ house. Henry 
wasn’t in but his wife was. She showed un- 
mistakably that she was glad to see Al. 

“‘We’ve just received some circulars describing 
the newest Perfect Range,” Al told her. “I 
thought perhaps you’d like to look them over.” 
He drew a couple beautifully illustrated circulars 
from his pocket and handed them to her. 

Mrs. Jones beamed a “Thank you!” 

While Al and Jim were on the way to make the 
next call, Al said: “Next time Mrs. Jones comes 
down to the store the salesman who waits on her 
will ask her what she thinks of the new Perfect 
Range? If she isn’t ready to buy then she’ll at 
least have the thought of the range brought to 
her attention again.” 

“How will the salesman know she’s thought 
anything about it?” asked Jim, a trace of sar- 
casm in his voice. “Don’t tell me you find time 
to go around and inform every salesperson in 
detail just what your customers contemplate 
buying.” 

“The salesmen do their own acquainting them- 
selves with the details. They study this file of 
sales prospect cards regularly and consistently. 
It is money in their pockets to do so. They get 
full commission on every sale of this type. They 
know from experience that it is soft picking to 
make sales where the way to them has been 
partly paved beforehand.” 

“But don’t people get peeved when you keep 
hounding them for business that way?” asked 
Jim, his ability to see the dark side of the picture 
still functioning perfectly. 

“T guess not,” laughed Al. “They like it—un- 
less it’s overdone. Sort of tickles their egos, I 
suspect. And you can put it down as absolute 
truth that ninety-nine times out of one hundred 
the merchant who tries the hardest to sell a per- 
son makes the sale unless his wares are way be- 
low the others in quality. 

“In most of these cases we estimate about the 
time the purchase of a given article might be 
logically expected. We go after the customer in 
plenty of time to seal up the purchase.” 

Jim couldn’t fish out any more prospective de- 
fects in the plan. “Guess you ain’t doing any 
harm with the idea, anyway,” he admitted. 








Next Week 


Al and Jim—the Hardware Twins, will be with us again and will give us a new 


slant on several important merchandising problems. 
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Show Cards for the Store Interior 


By Joseph Bertram Jowitt 


HOW CARDS like the ones reproduced here- 
S with if suspended from the ceiling over the 

several departments in the store, will not 
only give the store a very businesslike appear- 
ance, but may suggest several items a customer 
had intended purchasing but momentarily had 
forgotten. The size of these cards were 8 x 28 
inches, being cut from a full-sheet of cardboard. 
In order to prevent them from warping or curl- 
ing up it is a good plan to mount each one on a 
piece of wood or Beaver board cut just the size 
of each card. Of course the size of these kind 


of signs depends to a great extent on the distance 
they are to be read and how far suspended from 


ceiling. It is advisable to omit the word “De- 


partment” on each sign, this will leave more - 


room for the other lettering and keep the sign 
from appearing crowded. They are usually sus- 
pended on invisible wires fastened to screw eyes. 
If the ceiling is of metal, Toggle bolts are gen- 
erally used. 

A white letter on a black background is more 
easily read than a black letter on a white back- 
ground. It is also more serviceable because it 
will not show the dust or become soiled so easily 
as would a white background with black letter- 
ing. The process of “cutting-in” is shown on the 
card with the words “cut-in” using the _ back- 
ground of card for the color of the lettering. This 
process is to be recommended when black card- 
board is hard to procure or the cost of same is 
prohibitive. The letters should first be sketched 


out roughly in pencil then outlined with a small 
size brush, after which “fill-in” solid with larger 
brush exercising a little care not to go inside of 
the outlines. The show card colors should be 
used rather thick for this work to prevent the 
ink from running. This cut-in work is not prac- 
tical where a great quantity of léttering is re- 
quired on one show card as it becomes more diff- 
cult with small size letters, and any little mistake 
would spoil the whole card. 

The single-stroke Egyptian alphabet which is 
shown herewith is about the cleanest cut and 
most legible type which could be used for this 
purpose, it stands out and is easily read from 
any distance. Each letter is shown in a rough 
formation the arrow points in what direction 
each single-stroke should be taken in rotation ac- 
cording to numbers. The little round loops at 
the tail of each arrow indicate where each stroke 
starts, and the unfinished brush marks show just 
where each stroke stops and where brush was 
removed from the card. The dotted lines outline 
the completion of strokes. In making a thick 
solid letter like the Egyptian the full length of 
the brush is used. This, of course, requires more 
pressure than Roman letters which are made 
with the tip of the brush. Using the full length 
of the hairs makes each stroke of uniform width. 
If the beginner will study the REFRIGERATOR 
card he will see the simple formation of each let- 
ter. There are twelve letters in this word and 
if a line is drawn through the center of the card 


REFRIGERATORS 








ee 
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it should come between letters G and E. When 
making letters two inches high, use a number 
12, Red Sabel brush. For letters three inches 
high or more use a number 18 brush. Making a 
perfect single stroke is simply a matter of select- 
ing a red sable lettering brush which when spread 
out fan-shape is the exact width you wish the 
strokes of the Egyptian letters to be. No single 
stroke is a complete finished stroke, unless it 
should be a cross stroke like in the center of the 
capital letters “A” and “H” because in most cases 
where the brush is removed from its terminal it 
requires a short finishing stroke here-and-there 
to complete it as you go along. What is meant 
by the term single-stroke is that each letter is 
constructed by the least single strokes possible, 
instead of the old fashioned way of building up 
each letter by a series of many short strokes. 
Of course letters done by this single stroke plan 
are not as accurate as a skilfully built-up letter 
like a sign painter would paint on a sign board. 
But show cards are not supposed to be perfect 
in detail and if the effect is there they are sure 
to deliver the necessary punch. 

To be successful to accomplish any new enter- 
prise we should have—or cultivate ENTHUSI- 
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ASM. There never was a desire to do anything 
without there came with it the will to do, to ac- 
complish, to achieve—Discouragement, difficulty, 
hardship—every obstacle will go down in the 
rush of ENTHUSIASM. With ordinary intel- 
ligence and extraordinary perseverance all things 
are possible. It is safe to say that nearly every 
man has more latent power than he ever learns 
to use. When we learn the secret of making all 
our work play, it will never be a case of “The 
spirit is willing, but the flesh is weak.” 

The ability to do plain Egyptian lettering is 
more of a knack than an art. There are many 
artists who are proficient letterers, but many 
more proficient letterers who are not artists. If 
the average person were asked what type or style 
of letters they like best their answer no doubt 
would be “Plain Block letters.” 

Technically speaking they have but a vague 
idea of the exact formation of the letters com- 
posing a “Block alphabet.” What they reaHy 
mean is a bold plain easy-reading outstanding 
type constructed on simple lines free from em- 
bellishment. Show them this perfect Egyptian 
alphabet illustrated herewith and it is almost 
certain to meet with their approval. 
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This chart was prepared specially for Hardware Age by Mr. Jowitt, and should prove of material assist- 
ance in familiarizing the beginner with the Egyptian Alphabet, which has the double advantage of being 
easily read and easily made. 
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Russia 


Second Article 


By Saunders Norvell 


\ AR. H. GORDON SELFRIDGE, head of the famous Oxford Street department store, 
L London, England, who had just returned from Russia when I was in London, 
accompanied by his daughter, the Vicomtesse de Sibour, and Lady Peek, wife of Sir Wil- 
frid Peek, Bt., gave the following interview to the London Sunday Express and it was 


published on May 17, 1925. 


“What I Saw in Russia” 


Mr. Selfridge’s Vivid Story of His Tour 
Decaying Cities 


The Sunday Express, in commenting editorially 


upon Mr. Selfridge’s interview, writes: 


“He is not a politician with a political axe to 
grind. He is not a ‘littery gent’ with an eye for the 
picturesque. He is a man of business who deals with 
realities and not with illusions. His vast experience 
in commercial diagnosis makes his judgment worth 
more than most travelers’ tales. 

His picture of Russian poverty and melancholy is 
obviously not exaggerated, for he emphasizes the 
sincerity of the attempt to work out the Communist 
experiment, as well as the courtesy of the Russians. 
But he tells us that in Leningrad the clothing of 
the people is terribly poor. Their boots are wrap- 
pings of cloth and remnants of leather. Everything 
seemed wretchedly destitute. 

The shops are very scantily filled with the poor- 
est kind of merchandise. Goods are terribly ex- 
pensive. The cab fares are double the London cab 
fares. Everything is poor and nothing is cheap. 
Nobody is allowed to earn more than five pounds a 
week! The purchasing power of money is half 
what it is here. The Marx-Lenin experiment has 
dismally failed. Sooner or later Russia will be 
forced to start the overdue retreat from Moscow 
which Trotsky is endeavoring to organize.” 


1 * * 


—SAUNDERS NORVELL. 


From Riga we went to Leningrad, and for some 
unaccountable reason our train stopped for thirteen 
hours in the old provincial town of Pskov, where 
we were nearly arrested because our drosky driver 
became tangled up in a procession of May 1 soldiers. 

We reached Leningrad early in the morning, and 
lost no time in becoming acquainted with the geog- 
raphy of that once beautiful city. The buildings are 
still there, the river is as grand as ever, the churches 
and spires are as beautiful, but the population has 
dwindled from over two million to, perhaps, three- 
quarters of a million, and our first impressions of 
Soviet Russia were gained there. 

The people carry in their faces no look of hope, 
no smiles or laughter, but instead seemed to us to 
be trying simply to exist, which undertaking ap- 
peared to be by no means easy. But, of course, none 
of us had seen Russia before, and we were unable 
to compare the present condition of the people with 
that of pre-war days. 


City in Decay 


Their clothing was terribly poor, and their boots 
were often not boots at all, but wrappings of pieces 
of rough cloth or remnants of leather. To us every- 
thing seemed wretchedly destitute. 

Of course, Leningrad is a city which is being 
allowed to decay, although the great, beautiful build- 
ings are just as they were before the revolution. 
The palaces are nearly all occupied by State troops 
or governmental employees, but the enormous Win- 
ter Palace is exactly as it was, and was shown us 
with much courtesy. The Hermitage contains more 
beautiful pictures than ever, because a number 
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have been added to its collection from the collec- 
tions of the private palaces. 

The churches and cathedrals are perfectly mag- 
nificent and excited our keenest admiration. The 
streets seemed to have not been repaired for years, 
and are in a wretched condition. The trams are 


Here is the interview with Mr. Selfridge. It 
will be noted that Mr. Selfridge traveled in Rus- 
sia as a high-class tourist stopping at expensive 
hotels. »S. N. 


High Prices for Poor Goods 


Our tour took us, after leaving Germany, through 
Lithuania, Latvia and just south of Esthonia, and 
into what is now Russia. We spent a few days in 
Leningrad, then went to Moscow, and from there 
west across the frontier into Poland and Warsaw, 
and home by the way of Berlin. 


Stop at Pskov 


In Riga, which is the capital of Latvia, we spent 
a day and a half. This city, which is active and 
comparatively bright, now contains only 350,000 
people, whereas before the war it had twice that 
number. 


running, but have not been painted and look, of 
course, very much dilapidated. The droskys, or 
cabs, are in the same condition. There is one hotel 
in Leningrad, the Hotel de l’Europe, which is still 
fairly good. The other great hotels are occupied 
by State troops or governmental employees. 


High Prices 


The shops are very scantily filled with the poor- 
est kind of merchandise, and one constantly sees 
people on the streets selling little bits of goods of 
various kinds from trays. Everything in Russia 
is extremely expensive, and a rouble, which is about 
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Zs., seemed to us to be able to buy at most not 
more than 1s. would here. Those in a position to 
know said that food had become reasonable in 
price. Of this we could not judge, because the hotel 
charges were enormous, but boots and shoes, for 
example, which here would be sold for 12s. 6d. to 
15s., were there marked 25 roubles, which meant 
about £2 10s. 

The drosky, or cab, fares were double or treble 
what they would be here. There are very few good 
things to be found there or in Moscow. We bought 
one or two old silver pieces, which we had an amus- 
ing time getting through the Customs. In a gen- 
eral way it seemed to us that everything was poor, 
but nothing cheap in price. 

We made the excursion to Tsarskoye Selo, where 
the Czar lived most of the time, and from which 
palace he was exiled to Siberia. The Czar and 
Czarina lived in what is called the New Palace, 
which is small and furnished in extremely bad Ger- 
man taste, while on the other hand the great palace 
in this town of Tsarskoye Selo, although very rococo 
and tawdry on the outside, is in its various rooms 
as beautiful as anything we have ever seen, and 
is still being maintained in that superb condition. 
Several of its rooms impressed us with their mag- 
nificance, as, for example, the Amber Room, the 
walls of which are entirely covered with sawn and 
polished amber; the Tortoiseshell Room, which is 
treated the same way; the Silver Room, in which 
solid silver decorations predominate; the Lapis- 
lazuli Room, in which the frieze and dado are largely 
veneered with this beautiful stone; the Chinese 
Room, which is panelled with most superb Chinese 
screens. These are but a few out of fifty or one 
hundred which are all done in beautiful taste and 
are a joy to look at. 

From Leningrad we went to Moscow, arriving 
early in the morning: The hotel there is much 
poorer than the one in Leningrad, but we were able 
to get rooms with baths and food which was quite 
good. Moscow has grown from a city of a million 
to now over two million people, and the same gen- 
eral conditions prevail there as in Leningrad, ex- 
cept that it is more active and progressive. It is 
the capital of the country, and the Kremlin is the 
seat of the government. 


Improving 


The people looked here as they did in Leningrad, 
but the whole city is more alive, and we were told 
by both Soviets and Westerners living in Moscow 
that conditions are now much better than they were 
a year or two ago. Then, they said, the whole 
thought seemed to be the question of food, while 
now they seem to have a fairly sufficient amount. 

We were told that we could really know little of 
Russia without going to the small villages, where 
we could get a touch of the real: Russian life. The 
nearest we came to this was Pskov, which is a 
town of perhaps 25,000 people, so we could merely 
judge, as I have said, in the most superficial man- 
ner. 

In Moscow I presented several letters of intro- 
duction to people in authority and those who were 
living there. I received from all of those whom 
I saw extreme courtesy and apparent willingness 
to answer any question I wished to ask. 


Communist Salaries 


They told us that no Communist is permitted 
to receive more than 192 roubles a month, which 
amounts to about £20 (less than $100.00), and men 


in highest offices are officially remunerated only at 
that rate. They seemed to be entirely sincere and 
unselfish, and when I asked them what was going 
to happen when they died and their successors were 
to be found who would be equally unselfish, they 
insisted that they were educating the country to 
produce such men. I expressed my opinion that 
the whole thing was a great and extremely doubtful 
experiment, and their reply was that they could 
hardly look upon it as that, but perhaps it might 
be so considered. 

We were received, as I have said, with extreme 
courtesy on all hands, and had no fault to find 
with the treatment, from the drosky driver up to 
the member of the Inner Council. We had constantly 
in mind that no one had invited us to Russia, that 
we were not particularly wanted there, but that the 
authorities had been courteous enough to visa our 
passports. It is not, therefore, at the moment our 
privilege to criticize conditions in an unfair manner. 

An exception was made for us, and we were given 
tickets of admission to the Soviet Congress, which 
was then in session, at which 600 delegates who form 
a kind of Parliament from all over Siberia and Rus- 
sia had gathered together in Moscow for their an- 
nual meeting. This Soviet Congress was perhaps 
‘the most interesting single thing which we saw. 
It included people from all over Siberia and Mon- 
golia, clothed in the fantastic but very shabby dress 
of those countries. Women as well as men are 


_ members, and they formed the most extraordinary 


assembly I have ever seen. 


Broadcast Speeches 


It was held in the Kremlin and afterwards in 
the Grand Theater in Moscow, where over 600 dele- 
gates were seated listening to the speeches of their 
various members. We heard several such speeches, 
which were translated to us by a very excellent 
interpreter. They were all of them to the effect 
that the small provinces or districts represented by 
the speaker required more money from the head 
Government than they were getting. One man went 
so far as to say while we were there that he could 
not understand how in the old days money was found 
for not only providing the district with what it 
needed, but to build great palaces as well, while now 
the necessary funds for .the small agricultural dis- 
tricts are wanting. There was more applause after 
this speech than at any other time during our 
stay. 

These speeches are broadcast to various parts of 
Moscow, and are listened to by crowds of people 
through loud-speaking apparatus. 

Of course, the Kremlin is a tremendously interest- 
ing collection of buildings enclosed in a great wall, 
and to this place also we were given special tickets 
of admission which are usually denied to would-be 
visitors during the Soviet Congress. 

The churches are interesting, but not so magnifi- 
cent as those of Leningrad. From Moscow we took 
the through train which runs once a week to War- 
saw, which charming city we were very much pleased 
with, as well as with the thrifty appearance of the 
country the moment we crossed the border. 


Language Difficulty 


We had very many amusing experiences owing to 
the fact that we were unable to speak the language. 
We found ourselves obliged to use French or German 
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Mellon Will Not Offer Comprehensive Measure—House Committee 


Will Draft Law—Union Labor Assails 





High Tariffs 


a 


Crounse 


By W. 


WASHINGTON, Aug. 24, 1920. 


WO important developments with respect to the revenue legis- 
lation to be enacted at the coming Congress have occurred 
during the past week. The most important is the decision 
reached by Secretary Mellon that he will make no advance recom- 
mendation to Congress concerning proposed reductions in internal 


revenue taxes, while the other is 


the launching of a movement by 


the American Federation of Labor to demand reductions in the pro- 
tective tariff on industries which have recently undertaken to cut 


the war wage scale. 


In deciding that he will not present a comprehensive tax reduc- 
tion project for the consideration of Congress, Secretary Mellon is 


profiting by a bitter experience. 


On the occasion of the last tax 


revision the Secretary was at great pains to work out a carefully 


planned legislative scheme which 
of departmental experts and wh 
it would stimulate the industries 
general welfare. 


Mellon Plan Target for Attack 


The Secretary’s project was violent- 
ly assailed in and out of Congress and 
stigmatized as the “Mellon plan” for 
making the rich richer and the poor 
poorer. The tax reduction law as final- 
ly enacted bore little or no resemblance 


to the carefully thought-out plans of | 


the department. 


Mr. Mellon does not intend to let the | 


same dog bite him twice. In his annual 
report to Congress upon the condition 


of the national finances he will state | 


the amount of the surplus for the fiscal 
year ending June 30, 1925, and the esti- 
mated surplus for the fiscal years 1926 
and 1927, and he will venture an opin- 
ion as to the amount of tax reduction 
which the Treasury can stand during 
the next two years. 

Here he will draw the line. 
leave to the Congressional committees 
and especially to the House Committee 
on Ways and Means the task of deter- 
mining how the proposed reductions 
shall be apportioned. 

Of course, Secretary Mellon is too 
fully committed to a heavy cut in the 
surtax rates, and especially in the max- 
imum limit, to make it significant as | 
to whether or not he shall renew his 
former recommendations on this score. 
Everybody in Congress and nearly 
every intelligent business man knows 
that the Secretary is convinced that the 
surtax rate ought not to exceed 20 per | 
cent and that with the limit at that | 





He will | 


was supported with the testimony 
ich he urged on the ground that 
of the country and make for the 


figure the total collections in the course 
| of two years will probably be increased 
| rather than decreased, while billions of 
' dollars of the surplus funds of men of 
wealth will probably be withdrawn 


in sound industrial enterprises. 


| Twenty Per Cent Favored as Maximum 


It is an open secret here that the 
Treasury experts believe that the most 
satisfactory income tax schedule that 
could be devised would be one with a 
normal! tax of not to exceed 5 per cent 
and a maximum surtax of 15 per cent. 
This would mean that no income tax 
above 20 per cent would be levied and 
thus all incentive to buy tax-exempt se- 
curities would disappear. 

It is significant in this connection 
that following the recent conference at 
the summer White House between 
| President Coolidge, Secretary Mellon 
and Senator Smoot, chairman of the 
Senate Finance Committee, who dis- 
cussed the tax reduction program, Rep- 
resentative Tilson of Connecticut, the 
Republican floor leader of the House, 
who was also present, predicted a cut 
in the surtax rate to a minimum of 15 
per cent. Mr. Tilson stated frankly 





that this prediction was based upon 
the figures furnished the President by 
the Secretary of the Treasury. 

With his usual foresight President 
Coolidge is endeavoring to harmonize 
in advance the views of the Ways and 















Means and Senate Finance Committees 
in order that the tax reduction legisla- 
tion may be placed on the statute 
books at the earliest possible moment. 
On this point Mr. Tilson made another 
prediction to the effect that the tax 
reduction bill will be finally enacted 
either before the Christmas recess or 
very soon thereafter. 


Final Action Improbable Before Recess 


As an observer of Congressional 
events of some forty years’ experience I 
am prepared to wager Mr. Tilson a nice 
silk hat against the battered straw he 
is about to discard that there will be 
no tax legislation before Jan. 1. In 
fact, the Administration and the coun- 
try will be fortunate if a bill is finally 
enacted by the middle of February. 

Of course, this is predicated upon the 
assumption that Congress will not be 
called in extra session before the regu- 
lar meeting date in December. It takes 
into account, however, the fact that the 
Ways and Means Committee will hold 


oF _ hearings on the tax bill beginning Oct. 
from tax-exempt securities and invested | 


19 and will probably perfect a measure 
in time for its formal introduction in 
the House when Congress meets. 

The new tax reduction bill is to be a 
Congressional measure pure and sim- 
ple. It will be known as the Green- 
Smoot bill and Senator Smoot and the 
leading members of the Finance Com- 
mittee will follow closely the hearings 
on the House bill and the subsequent 
deliberations of the Ways and Means 
Committee with a view to saving time 
when the measure passes the House and 
is sent to the Senate for action. 


All Nuisance Taxes to Go 


Chairman Green of the Ways and 
Means Committee is already in receipt 
of a large number of requests for hear- 
ings from the representatives of those 
industries which are still carrying a 
remnant of the war imposts. Every re- 
maining nuisance tax is to be assailed 
before the House Committee and judg- 
ing by scores of letters from Senators 
and Congressmen I have seen within the 
past fortnight there is a very general 
disposition in both houses to wipe out 
these taxes in toto. 

Six years will have passed since the 
signing of the armistice when the 





Green-Smoot bill is brought forward 
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and there will be very little excuse for 
the further retention of these peculiar- 
ly exasperating levies. 

The bearing of taxation on invest- 
ment is clearly shown by figures com- 
piled by the Treasury Department 
which demonstrate that in this country 
taxes have more than trebled since the 
war. The total amount of local, State 
and Federal taxes levied in the fiscal 
year of 1923-24 amounted to $7,716,- 
000,000, as compared with $2,194,000,- 
000 in 1913-14. Per capita taxation 
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has more than doubled in the United 
States and Great Britain. Great Britain 
still bears the greatest tax burden, 


| 
| 
| 
| 


with France, Italy, Belgium and the , 


United States following in order, ac- 


tax in relation to national income. 

The latest tax figures available show 
that the United States per capita tax 
has risen to $58.40 a year, while Bel- 
gian citizens pay only $17.76. This 
fact undoubtedly has been taken into 
consideration in working out the terms 
of the Belgian debt agreement. 





Trade Literature Received 


Hudson Mfg. Co., Minneapolis, Minn., 
has issued catalog No. 20, which covers 
the company’s line of farm equipment 
repairs and supplies. 

The F. E. Myers & Bro. Co., Ashland, 
Ohio, has issued its 1925 catalog edi- 
tion known as No. 58. This describes 
and illustrates the company’s complete 


line of pumps for every purpose, water | 
systems, hay tools, door hangers and | 


accessories for this equipment. List 
prices are shown throughout the entire 
line, harmonized in such a way that 
one discount is used on all the Myers 
products shown. 

The Dayton Fan & Motor Co., Day- 
ton, Ohio, has issued a brochure en- 
titled “Day-Fanfare.” It describes and 
illustrates the company’s line of Day- 
Fan radio equipment. 


The Cleveland Metal Products Co., 
Cleveland, Ohio, has issued catalog No. 
25 covering Perfection and Puritan oil 
cook stoves, ovens and heaters. 








Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa., has issued its 
electrical supplies catalog for 1925-27, 
which supersedes previous catalog for 
1923-24. 





New Hardware Building of 
Fort Lauderdale Merc. Co. 


The Fort Lauderdale Mercantile Co., 
Fort Lauderdale, Fla., dealer in hard- 
ware and furniture, is building a new 
four-story building covering a lot 50 
by 130 feet. The new building will be 
used by the hardware division exclu- 
sively, under the supervision of Leland 
H. Hudson, manager of that depart- 
ment, 

New fixtures costing between $8,000 
and $10,000 will be installed to facili- 
tate efficient retailing. 

C. D. Kittredge is president. Ed- 
ward Heimburger is vice-president and 
George W. Hall is secretary. 





Atlas Brush Corp. Will Make 
Paint and Varnish Brushes 


The Atlas Brush Corp., 160 John St., 
Brooklyn, N. Y., has been formed by 
B. K. Throckmorton, J. Schilling and 
M. Davis to manufacture paint and 
varnish brushes. Complete machinery 
and other equipment have been installed 
for this purpose. 








Buffalo Wire Works Acquires 
Jones Iron Works Property 


The Buffalo Wire Works Co., Inc., 
Buffalo, N. Y., has recently purchased 
adjoning property formerly owned by 
the Jones Iron Works. This action was 
necessary in order to handle the in- 
creasing business of the company. 

This addition occupies an area 85 by 
100 ft. and gives the Buffalo Wire 
Works Co., Inc., an additional 30,000 
sq. ft. of floor space for the manufac- 
ture of their varied line of wire prod- 
ucts. The acquired buildings will be 
remodeled and reconstructed to make 
them suitable for the manufacture of 
the company’s products. 





Mexican Partnership is Dis- 
solved by Angeles & Velarde 


Angeles & Velarde, hardware mer- 
chants of Ciudad Juarez, Chih., Mexico, 
have dissolved their partnership and 
the business will hereafter be conducted 
by Jose Velarde. Mr. Velarde is also 
a member of the hardware firm of 
Velarde Bros. of Chihuahua City, Mex- 
ico, and in addition to his hardware 
interests he is a customs broker and 
forwarding agent, with a branch office 
in El Paso, Tex. 





Hardware Amalgamation Is 
Reported Between Montreal 
Firms 


An amalgamation will shortly take 
place between two Montreal wholesale 
hardware concerns, Starke Seybold, 
Ltd., and Frothingham Workman, Ltd. 
It has been intimated that final and 
binding arrangements have not yet 
been completed but that a statement 
will be issued shortly. A meeting of 
the interested parties was held Aug. 5. 

Both the firms are veterans in Mon- 
treal trade. Frothingham Workman, 
Ltd., is the oldest established hardware 
firm in the city of Montreal, being 
founded in the early years of the nine- 
teenth century, while Starke Seybold, 
Ltd., was established in 1870. The 
latter firm was itself an amalgamation 
of the Starke Co. and the Seybold & 
Sons Co. 

Col. Robert Starke, its president, is 
first vice-president of the Montreal 
Board of Trade and past president of 
the Montreal Metal and Hardware As- 
sociation. 
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Goodyear Tire Will Build 
New Factory Structure 
It has been announced that the Good- 


cording to the burdensomeness of the | year Tire & Rubber Co., Akron, Ohio, 


contemplates the erection of new build- 
ings to take care of increased business. 
A new factory building, five stories 
high, will soon be started in the rear 
of Plant 1 on Kelley Avenue. 





Demand for Repeal of 
Pullman Surcharge 


HE House Committee on Inter- 
: state and Foreign Commerce is 


in receipt of a memorial from the 
National Council of Traveling Sales- 
men’s Associations demanding the re- 
peal of the Pullman surcharge. It is 
declared that this surcharge was ini- 
tiated as a war measure, operates in an 
unfair manner and has no proper place 
today in railroad revenue. 

“President Coolidge,” says the memo- 
rial, “in his inaugural address stated 
our position exactly when he said: 
‘We do not any longer need wartime 
revenues. The collection of any taxes 
which are not absolutely required, 
which do not beyond reasonable doubt 
contribute to the public welfare, is only 
a species of legalized larceny.’ 

“All other wartime taxes have been 
repealed but this one, with its $34,000,- 
000 yearly ‘velvet revenue,’ for the car- 
riers appear to be a different sort of 
animal. It was formally discontinued 
by the Government after the armistice, 
but soon after the railroads were re- 
stored to their private owners, it was 
reimposed by the commission as a 
‘rate’—and ‘rates’ are peculiarly more 
sacred than wartime surtaxes, it 
seems!” 


Booklet on ‘Star’? Hack Saw 
' Blades 


Clemson Bros., Inec., manufacturers 
of hack saw blades, Middletown, N. Y., 
have recently issued an attractive book- 
let illustrating the various dealers’ 
sales helps prepared for distribution 
through the jobber to the retail trade, 
and for use in connection with the com- 
pany’s line of “Star” hack saws. The 
booklet is of a convenient size, numer- 
ous colored illustrations are used, thus 
affording an excellent idea of how the 
various displays available for dealer 
use appear when actually installed. 


———_ 


Gerding & Aumann in New 


Building 
Gerding & Aumann Brothers, hard- 
ware dealers and tinners of Fort 


Wayne, Ind., will occupy a new build- 
ing shortly after its completion Oct. 1. 
A two-story and basement building is 
now being constructed at 415 Wallace 
Street, which will cost approximately 
$25,000. The building is 130 x 50 feet 
and will be occupied jointly by the 
hardware merchants, and it is expected, 
a garage. 
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Westchester Dealers Make Merry 
at Outing Held August 19 at 
Mamaroneck, N. Y. 


At the 


Lawrence Inn, Mamaroneck, 


N. Y., the Westchester 


County Hardware Dealer’s Association held it’s annual shore dinner 
outing on Aug. 19 at 7 P. M. Ninety-six members and guests sat 
down to enjoy a real shore dinner with plenty of clams, clam broth, 
lobster, chicken and what not that goes to complete such a feast. 


The committee consisting of Chair- 


man George Hare of R. G. Brewer Co., | 


Mamaroneck; Sid Mercer, Fowler & 
Sellars, White Plains; C. H. McCutch- 


en, Cramer & McCutchen, Tarrytown, | -1 and C. A. Bruhns, president of the 


and William Vetter, Vetter Hardware 


Co., New Rochelle, N. Y., worked hard | 


in preparation and everyone present 
recognized their work as a good job 
well done. 


Entertainment was furnished by the 
Star Lyceum Bureau under the per- 
sonal supervision of the owner, Thorn- 
ton Webster. 

Matthias Ludlow, Newark, N. J., past 


W. B. Wackerhagen Dies; | 


_all over the country and was known 


Veteran Albany Merchant 


W. B. Wackerhagen, vice-president | 


and one of the incorporators of the 


Albany Hardware & Iron Co., Albany, | , a 
'ments made in his line. 


N. Y., died Aug. 19 at the age of sixty- 
eight years. He had been ill one year. 

Mr. Wackerhagen was engaged in 
the hardware business fifty years and 


was nationally known to the trade. | 
, man and made frequent trips ta Canada 


W.B. Wackerhagen 


For many years he was buyer for the | 


Albany Hardware & Iron Co., and after 
that he took up the advertising for the 
concern. He relinquished the latter 
work several years ago when 
duties became more pressing. 
In his capacity as buyer Mr. Wacker- 


The Nutmeggers this summer. 
'flicting vacations and unexpected busi- 


other | 


| president of the N. R. H. A., repre- 


sented the North Jersey Association. 
The Manhattan and Bronx organiza- 
tion was represented by Vice-President 
Edward Ferguson, Secretary C. H. Til- 


Metropolitan Hardware Association. The 
Hardware Boosters were represented 


_by past chiefs Seymour Sears and Fred 
| Ritterbusch. 


Officers of the association are: 


Fred H. Howard, Geo. Howards, Inc., 
Mount Vernon, vice-president; C. H. 
McCutchen, secretary, and S. T. Riley, 


_Cornell Bros., Tuckahoe, treasurer. 


hagen came in contact with manufac- 
turers and their representatives from 


from coast to coast. He always at- 
tended the State and national conven- 
tions of hardware men and kept in close 
touch with all changes and improve- 


He was a member of the Rotary Club, 
Fort Orange Club, Albany Country 


Club and the Ahico Twenty-Year Ser- 


vice Club. He was an ardent sports- 


for salmon fishing, to the Adirondacks 
for trout and to Florida for big- 
mouthed bass. On these trips he al- 
ways sent back samples of his catches. 

Mr. Wackerhagen has no immediate 
survivors, he being the last of his 
family. 


Nutmeggers Outing Canceled 


—Meeting Called for Sept. 9 


Due to conditions unforeseen last 
spring there will not be an outing of 
Con- 


ness trips made it practically impos- 
sible for the officers to determine a date 
suitable to the majority. The first 
meeting in the fall will be on Sept. 9 
at the Hotel Burritt, New Britain, 
Conn. 


Bissell Carpet Sweeper Co., Grand 


| Rapids, Mich., announces its fall and 


Christmas sales literature, which em- 
braces special stock offers and ideas 
of fall and holiday merchandising on 
Bissell sweepers and toy sweepers. 


| Wal- | 
ter M. Baxter, Mamaroneck, president; 


'R. O. Abbott Now Treasurer 
National Pipe Bending Co. 
| 


R. O. Abbott was recently elected 
treasurer and a director of the Na- 
'tional Pipe Bending Co., Inc., New 
_Haven, Conn. He has purchased the 
interest in that firm formerly held by 
A. H. Day, who retired. The company 
was started in 1883. It’s president is 
H. S. Brown. 

The company manufactures feed 
| water heaters, storage heaters and oil 
_ separators and makes special pipe bends 
'and coils in copper, brass and iron 
| tubing. 

Mr. Abbott was formerly sales man- 
ager for the Forsberg Mfg. Co., New 
Haven, Conn., and was at one time con- 
nected with the Winchester Repeating 
Arms Co. 





Allen Fraser Leaves Wick- 
wire; Now Manufacturers’ 


Agent 





| 


Allen Fraser, Shawmut Building, 
| First and Mission Streets, San Fran- 
cisco, Cal., has established himself as 
'a manufacturers’ agent, covering the 
| Pacific Coast. Mr. Fraser was former- 
ly Pacific Coast manager for the Wick- 
wire-Spencer Steel Co. He resigned 
from that position on June 1, and as 
manufacturers’ agent will handle lines 
closely related to those with which he 
was identified for many years. 


—_——_—_ - —-— 


M. A. Weidmayer and C. H. 
Scaffe Join U.S. Electrical 
Tool Co. Sales Staff 


M. A. Weidmayer is now associated 
with the United States Electrical Tool 
Co., in charge of its Philadelphia office. 
He was formerly branch manager at 
Detroit for Black & Decker Mfg. Co. 

C. H. Seaffe is now representing the 
United States Electrical Tool Co., work- 
ing from the general offices at Cin- 
cinnati, Ohio. Mr. Scaffe was formerly 
connected with the St. Louis office of 
Black & Decker Mfg. Co. 








A. D. McKay Has Entered 
Business for Himself 


A. D. McKay, 1090 Hamilton Street, 
Vancouver, B. C., Canada, has estab- 


lished himself as a manufacturers’ 
agent and will handle specialties for 
selling the jobbing trade. Mr. McKay 
for twenty-five years was connected 
with Wood Vallance, Ltd., Regina, 
Sask., and recently resigned from that 
company as heavy and general buyer. 
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John J. Armstrong Resigns 
from Masback Hardware Co. 


John J. Armstrong, vice-president in 
charge of purchases for the Masback 
Hardware Co., Inc., 80 Warren Street, 
New York City, has announced his 





John J. Armstrong 


resignation of that position. Mr. Arm- 
strong has been with the company for 
twenty-seven years, having. been a 
packer, salesman, buyer and secretary 
before his recent election to the vice- 
presideney. 

Mr. Armstrong has not yet an- 
nounced any future plans. 


Edwin W. Abbe Dies; Was 


Veteran Hardware Man 


Edwin W. Abbe, founder of the Abbe 
Hardware Co., New Britain, Conn., died 
Aug. 18 following a shock suffered on 
Aug. 3. He was born Oct. 23, 1857, 
and founded the business forty years 
ago. Mr. Abbe and his cousin, A. 
Howard Abbe, came to New Britain in 
1882 and purchased the hardware busi- 
ness of Trumbull & Swanson. The 
name of the business was changed to 
Abbe Hardware Co. A short time later 
the concern purchased the Blackman 
Hardware Co. 

Mr. Abbe was a member of Harmony 
Lodge, F. & A. M., Shuttle Meadow 
Country Club, the New Britain Club, 
New England Golf Association, Sons 
of the American Revolution, and was 
active in the South Congregational 
Church. 

He is survived by his widow and one 
brother, Albert N. Abbe, vice-president 
of the American Hardware Corp. 





Gerstendorfer Bros., New York City, 
has recently issued “The Sapolin 
Buyer’s Guide,” which covers the com- 
pany’s line of Sapolin enamels, stains, 
gildings, bronze powders, bronzing 
liquids, ete., in various colors. The 
booklet contains a complete color card 
and other features. 








“Kickers’ Konklave” 


Is 


Scheduled 


for National Salesmen’s Council 
Convention 


The word is traveling all over the country today to salesmen 
everywhere that if they have anything on their chest which they 
have only dared mutter to themselves heretofore, to come to New 
York on Sept. 1 and get it off. No limit to free speech and no 


penalties is the promise held out. 


This action follows a suggestion made by A. J. Lewy to the Con- 
vention Arrangements Committee of the National Council of Travel- 
ing Salesmen’s Association at a meeting held in the executive head- 
quarters at the Hotel Pennsylvania, planning for the National 


Council’s Convention to be held in this city on Sept. 1, 2 and 3. 


Lewy said in part: 


“We’ve got to open our discussions 
to the private in the ranks. We must 
have less preaching and more plain 
speaking. Here we are, representing 
900,000 traveling salesmen, and yet at 
each and every convention we invite 
employers and managers of salesmen 
to do all the speaking. This year it is 
to be different. We want to hear from 
the soldiers as well as the captains 
and the generals. We want them to 
get up and say right out in meeting 
the things they say to themselves when 
they are thousands of miles away from 
the office and things are not being done 
the way they would like. 

“In the last year I’ve read probably 
a dozen articles telling how to control 
salesmen in the field. There’s another 
side to that story, the side of the sales- 
man who’s on the ground and facing 
the firing line, and we ought to hear 


Mr. Lewy’s suggestion was adopted 


B. F. Goodrich Co. Buys 
Rubber Ace Co. 


The B. F. Goodrich Co., Akron, Ohio, 
has purchased the patents, manufac- 
turing and sales rights of the Rubber 
Ace Co., Chicago, who formerly manu- 
factured a “tire filler” said to be punc- 
tureproof. 

The inner tire, or “tube, 


” which was 


developed by the Rubber Ace group, 





is a semi-solid tire filler of sponge 
rubber. It is virtually an inner tube, 
consisting of thousands of tiny air- 
filled vesicules and is said by Goodrich 
experts to compare favorably in resili- 
ency with the ordinary pneumatic inner 
tube and to have the added advantage 
of being blowout and punctureproof. 





Manhattan-Bronx Outing Set 
for Sept. 15 at Keansburg 


On Sept. 15 the Hardware and Sup- 
ply Dealers’ Association of the Man- 
hattan and Bronx Boroughs, Inc., will 


Mr. 


by the arrangements committee. As a 
consequence, the afternoon session of 


'the opening day of the convention, 








Tuesday, Sept. 1, has been designated 
as a “Kickers’ Konclave” and will be 
taken up by a reversal of the usual 
procedure; the privates in the ranks 
will tell their sales managers what they 
think ought to be done in order to 
make the National Council’s_ slgoan, 
“For bigger, better business,” come 
true. 

Every organization which belongs to 
the National Council has been notified 
to inform its members that the plat- 
form is wide open for anything “the 
boys” want to say. The best speakers 
among the travelers are being lined 
up for the verbal feast; the men who 
know what the majority of men think 
and who often hesitate to openly voice 
these thoughts. 

Sales managers will have to sit fast 
and take it. 


hold its annual outing at Belvedere 
Beach, Keansburg, N. J. The boat 
leaves the Battery-at 9 a.m. The day’s 
festivities include two boat rides, 
breakfast, dinner and athletic games. 


Osborn Slogan May Be Used 
by Merchants and 


Associations 


The Osborn Mfg. Co., Cleveland, 
Ohio, in its national advertising of 
household brushes has been focusing 
the attention of the public on the retail 
store as the logical place for people to 
buy merchandise. 

One phrase is being used constantly 
in the company’s advertising copy: 
“Your Money Buys More When You 
Buy at the Store.” 

As a result many retailers and some 
trade associations have written asking 
the privilege of using this phrase. The 
Osborn Mfg. Co. announces that all 
legitimate retail merchants and all as- 
sociations of retailers have full per- 
mission to use this slogan. 
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Favorable Farm Outlook Plus 
Heavy Building Has Helped 
Retail Trade 


The very favorable agricultural outlook and the large amount 
of building being done are jointly responsible for the present 


satisfactory situation in most retail lines. 


Reports indicate 


an unusually good demand for this season in the hardware 


business. 


Hardware jobbers in many cities report a record 


breaking August with sales considerably ahead of the August 


1924 volume. 


It appears that individual orders are not large but that the 
aggregate of many small orders has kept business at an encour- 


aging level. 


Prices are firm in all markets. 
made but these have not been serious. 


Some adjustments have been 
Collections are only 


fair, but credit men say this is a normal summer condition due 


largely to vacations. 
ments are very good. 
early attention. 


Retail stocks are light. 
Fall and winter lines are getting good 


Factory ship- 





Builders’ Hardware Most Ac- 
tive Pittsburgh Market Line 


The Pittsburgh trade still finds its 
best demands for those lines used in 
building construction. General business 
still leaves something to be desired. 
Retailers are not rushed to death and 
the jobbing trade, while noting some 
improvement in the movement of fu- 
tures, still complains that it is not as 
large as other recent years at this 
time. No important price changes are 
reported. Collections still average only 
fair. 


Wood Screws Cheaper in 
Boston Market 


Because of more liberal discounts 
allowed by the jobbing trade, wood 
screws are cheaper in the Boston hard- 
ware market. On the other hand, sheet 
zinc has appreciated 25c. per 100 lb. in 
value and stable brooms have gone up 
75c. the dozen, while jobbers have 
issued prices for next season on gar- 
den hose which show an average ad- 
vance of about 1c. per foot. Views by 
mill representatives on wire nails are 
more bullish, which leads the jobbing 
trade to believe an advance is in the 
making. 





Good August Trade Contin- 
ues in New York Area 


Metropolitan jobbers found August 
a good selling month. Some say it was 
a record August. Individual orders 
have not been large but there have been 
an unusually large number of smal! 


orders on staple items and fall goods. | 
| chandise as yet. 


Factory demands have been light. 














Steel goods prices are guaranteed 
until June 30, 1926. An advance has 
been reported on scoops. Ash sifter 
prices will be out next week. Rope 
prices are expected to hold until Nov. 1. 





Cincinnati Sales Are Ahead 
of Same Period 1924. 


Lessened activities are reported by 
Cincinnati jobbers, even though their 
sales continue to maintain a comfort- 
able increase over the corresponding 
period in 1924. Dullness is manifested 
principally because executives respon- 
sible for purchases have been, absent 
on their vacations. Staple goods are 
moving in small quantities for immedi- 
ate delivery. The retail trade is well 
stocked to meet any demand that may 
develop within the next thirty days. 
Little interest in fall goods has yet 
been aroused among retailers. Most 
of them are postponing placing their 
orders covering fall requirements until 
September. Prices are maintaining a 
fairly firm position. 





Chicago Prices Are Stiffer But 
Show Few Actual Changes 


Linseed oil and turpentine furnished 
the only price changes in the Chicago 
market this week, although a general 
strengthening was noticeable on most 
of the hardware items. Sales were 
very good in almost all lines, the uni- 
versally low condition of the retail 
stocks being responsible for an active 
demand for replacements, while fall 
goods are beginning to move nicely. 
There is, however, practically no ten- 
dency on the part of the dealers to 
place future orders for spring mer- 


| 














High Level Is Reported on 


Auto Accessories 


July was a slightly bigger month 
than June for makers of automotive 
parts, accessories and maintenance 
equipment according to the regular 
monthly survey of business conditions 
just announced by the Motor and Ac- 
cessory Manufacturers’ Association, 
with headquarters in New York. The 
wholesale value of shipments during 
July was represented by an index figure 
of 159 as compared with 158 in June. 


Detailed figures for the separate di- 
visions of the industry, contained in the 
M. and A. M. A. Business Bulletin for 
August, showed July shipments of parts 
and accessory makers to car and truck 
manufacturers at an index figure of 
165 for July as compared with 164 ‘for 
June. In shipments to the wholesale 
and retail trade the replacement parts 
index figures was 152 as compared 
with 129 in June, the accessories figure 
was 149 as compared with 172 for June 
and the maintenance equipment figure 
was 113 as compared with 159 for June. 


Replacement parts shipments in July 
were the heaviest of any month during 
the year, the previous peak having been 
in May, with an index figure of 134. 
Heavy touring reported from all parts 
of the country, together with the ready 
market and consequent demand for re- 
conditioning of used cars, were factors 
in the record breaking replacement 
parts business. 


The recession in sales of accessories 
and maintenance equipment to _ the 
trade was normal, the spring months 
always being the busiest in these lines, 
when wholesalers, retailers and service 
men are putting in stocks and equip- 
ment for the peak business of late 
spring and summer. 

The slight gain over June in July 
shipments of original equipment to mo- 
tor vehicle makers was in anticipation 
of the speeding up of passenger car 
production in August, well under way 
under stimulation of numerous new 
models and reduced prices. 

Members of the M. and A. M. A. re- 
ported their plants operating in July 
at an average of 78 per cent of capacity 
as compared with an average of 85 
per cent for the first six months of the 
year and 79 per cent at the end of June. 

Parts, accessory and maintenance 
equipment exports for the first half of 
the year were $3,800,000 in excess of 
the same period last year, a gain of 23.4 
per cent. The greatest gain was made 
in maintenance equipment, which ran 
96 per cent over the first half of 1924, 
while replacement parts were 20 per 
cent and accessories 13 per cent ahead. 

Automotive equipment wholesalers 
reported July business in excess of 
June and also greater than in July, 
1924, in 12 out of the 17 wholesale dis- 
tricts of the United States and Can- 
ada. In 4 districts declines were noted 
in the wholeslae business in July as 
compared with both June of this year 
and July, 1924, and in one the volume 
was about the same. 
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Business Improving in Chicago Market— 
Prices Are Firm and ‘Tending to Higher Levels 


(Chicago office of HARDWARE AGB) 


ONDITIONS show practically no change from last week and, 
although there is a general stiffening of prices on all hard- 
ware commodities, actual advances are few, linseed oil and 


turpentine experiencing the only changes. 


Dealers, especially those 


in the agricultural districts, are buying more freely and a very 

sizable volume of orders for fall merchandise has developed. 
Retailers’ stocks are for the most part low, and consequently 

the demand for replacements is active, and this also is a contributing 


factor in holding up the level of business. 


All items of builders’ 


hardware and materials continue to be in heavy demand due to the 
sustained building activities, which are setting a record and show 


no sign of let-up. 


So far there has been little enthusiasm displayed in the matter 
of placing future orders for spring goods, but it is anticipated that 
future buying this year will run considerably ahead of last due to 
the very optimistic feeling engendered by the generally good crops 
and the fairly high prices being maintained on farm products. 

In the steel industry in this district there is increased buying 


and a stronger market. 


Railroads are after more cars and rails, 


which is regarded as a most encouraging omen, and the mills are 


steadily increasing their capacity. 


AUTOMOBILE ACCESSORIES.—The 
demand for all items continues to hold 
up well and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Sparks Plugs.—Splitdorf, 50c. each: 
regular, 58e. each; Champion .X, 45c. 
each; Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each; lots of 
100, 56c. A. C. Special Ford, 44e. 
each. 
sero Lights.—Anderson, No. 3280, 

Horns.—E. A. Electric (Ford), $4 
each. 

Jacks.—National Standard, No. 21, 
$1.20 each. 
as .—Rose, 1%-in. cylinder, 


dozen pair lots, 
50 pair lots, 


Chains.—Non-skid, 
33% per cent discount; 
40 per cent discount. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 3%, 
$1.80 each; red inner tubes, 30 x 3%, 
$2.25 each. 


AXES.—The demand is rather quiet 


present. No change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 lb., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 


doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz., base. 

BOLTS AND NUTS.—Sales are re- 
ported as very good. Prices are firm. 
We quote from jobbers’ - stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50 per cent discount; small 
carriage bolts, rolled thread, 50-10 
per cent discount; machine bolts, cut 


thread, 50-10 per cent discount; 
small machine bolts rolled thread, 
20-10-5 per cent discount; all stoves 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 
BUILDERS’ HARDWARE.—The ac- 
tivities in all kinds of construction 


work are holding the demand up te a 
remarkable degree. Prices very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 2% x 3% steel butts, 
case lots, old copper and dull brass 
finish, $2.76 per doz. pair; x 4 steel 
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butts, old copper and dull brass fin- 
ish, $3.84 per doz. pair; heavy steel 
bevel inside sets, case lots $6.75 per 
doz.: steel bit-keyved front door sets, 
$1.75 per set; wrought brass _ bit- 
keved front door sets, $3.25 per set: 
cylinder front door sets, $7.50 per set. 


CHAIN.—The demand is only fair 
this time. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: *-in. proof coil chain, 
$8.50 per 100 Ib.; Tenso, Bull Dog 


and Brown coil chains, 50-10 per cent 
discount; No. 00-4% electric welded 
cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 


Sales show a steady activity. Prices 
are unchanged. 
We auote from jobbers’ stocks. 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Prices are unchanged and there 
is a fair volume of sales. 

We ouote from jobbers’. stocks, 
f.o.b. Chicago: Single bead lap joint 
gutter. 5-in., $4.50 per 100 ft.: corru- 
gated conductor nipe, 3-in., $4.75 per 
100 ft.: plain ridge roll, 1%-in., $4 
per 100 ft.; corrugated conductor el- 
bows, 3-in., $1.36 doz. 

ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales are good and are 
showing a continual improvement with 
the exception of radio items, which are 
still off season. 

We quote 
f.o.b. Chicago: 

Electrical 


from stocks, 


Merchandise.—No. 14 
rubber-covered wire. $8 ner 1000 ft.: 
in 1000-ft. lots, $7.75; No. 18 lamp 
cord, $13.64 per 1000 ft.: in 1000-ft. 
lots, $13: %%-in. brush brass key 
sockets, 18c. each; two-wav plugs, 
45ec. each; in lots of 10, 40¢. each: 
one-piece attachment plugs, 3c. 
each; two-piece attachment plugs, 
12ce. each: drv cells. boxes of 50. 
20. each; less than case lots, 
34c. each. 

Radio Sunplies.—Radio B hatteries. 


jobbers’ 


—_ 766, $1.40 each; No. 767, $2.62 
each. 
Battery Chargers.—Apco line, in 


lots of less than 10, $13.50 each. 
Tubes.—Cunningham, and R. 
A.. $2.50 list. Discount 25 per cent. 
Loud Speakers.—Western Electric, 


net. 
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No. 522W, $9.50 list. Discount 30 
per cent. 


FIELD FENCE.—The demand is rather 
quiet, as is to be expected at this season 
of the year. 


We quote “" jobbers’ stocks, 
f.o.b. Chicago: 726-6-121., $29.02 per 
100 rods; 1848- 6- 14%, $44.08 per 100 
rods. 

FISHING TACKLE.—The demand is 
slowing down somewhat, but is still 
fairly good. 

FILES.—There is a good steady de- 


mand and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: America files, 60-10 
per cent off list; Nicholson files, 50 


per cent off list: Black Diamond files, 
40-10-5 per cent off list 


FRUIT PRESSES AND CIDER MILLS. 


—Orders are coming in nicely and are 
showing a steady improvement. 
We from jobbers’ stocks, 
f.o.b. Chicago: Juicy fruit presses, 
$3.60 each; 6-qt., $4.40 each; 
12-qt., $6.25 cau. Enterprise, Junior, 
Medium, $13 each: Senior, 
Iextra 


Large $28 each. 

Cider Mills. i $21.75 each: 
Medium, $25.50 each; Senior, 458 
each: Self Feed, 


$16 each. 
GALVANIZED WARE. 


quote 





— Manufac- 


turers contemplate the withdrawal of 
extreme discounts on pails and tubs. 
We from jobbers’ stocks, 
f.o.b. Standard galvanized 
No. 1, $6.10: No. 2. 
10-qt. galvanized 
$2.15; 12-qt., $2.35: 
2.65; 5-gal. galvanized oil 
guivantaed breast, $7.50 doz.; 

. galvanized after made baskets, 
$4.75: 1-bu. galvanized baskets, $6.75 
doz.; 1%-bu. galvanized baskets, 
$8.7 i> «doz. 

GARDEN HOSE AND LAWN SPRIN- 
KLERS.—There is no change in job- 


bers’ prices as yet. 


quote 

Chicago: 
" made tubs, 
$6.85; No. 3, $8; 
, made pails, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %%-in., 10° Be, 
per ft.; %4-in. 13c. per ft.; 5-ply, 
good quality Ww rapped, %%-in., 10c. 
per - %&%-in., 12c. per ft.; 4-ply, 
good quality, wrapped, 1%-in., 12c. 
per .: %-in., 14c. per ft.: 5-ply. 
good qui ulity, wrapped, 1%4-in.. 9%. 
per ft.; %-in., lle. per ft. Lawn 
sprinklers, Rain King. $28 doz.: orig- 
inal fountain sprinkler, $8 doz.: 
Rainbow, 38-in. high, $24 dez 


GLASS AND PUTTY.—Sales are good 
and the volume of orders for future 
delivery is steadily increasing. 

We from jobbers’ stocks, 
f.o.b. Single strength A, 
25-in. bracket, 88 per cent discount: 
single strength, A, 34 to 40-in. 
bracket, 86 per cent discount; sing i 
strength A, all other brackets, 8. 
per cent discount; double strength 
A, all sizes, 86 per cent discount; 
double strength B, 87 per cent dis- 
count. Putty, pure grades, $3.75 per 
100 Ib.; commercial, $3.40 per 


190 Ib. 
HATCHETS. 


quote 
Chicago: 


a good steady 


demand and prices are firm. 
We quote from _ jobbers’ 
f.o.b. Chicago: First quality 
ets, No. 2 shingling, $11.20 doz.: 
quality hatchets, No. 2 broad, 
doz.: medium quality hatchets, 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $19.59 doz 





stoc ks, 
hatch- 


HANDLED HAMMERS.—Prices are 
firm and the demand steady. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughn- ae shnell, 
16-oz. nail hammers, $10.5 adoz.! 
Mavdole, $12.60 doz.: other ‘en. 





60 


16-0z. machinist hammers, $7.85 doz.; 
Competitive grade, 16-oz. nail ham- 
mers, $4.50 to $6 doz. 


HANDLES, AGRICULTURAL. — The 
sales volume is very satisfactory and 
prices unchanged 


We quote from 
f.o.b. Chicago: 

Hay Fork Handles. 
chuc ked and bored, best grade, 4%- 

5- ft., $5.50 doz.; XX, 
5- ft., $4.80 doz.; X, 
5- ft., $2.80 doz. 

Hay Fork vandios. —Bent, chucked 
and bored, best grade with | strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, oa with 
strap, ferrule and cap, 4-ft., he 50 
doz.; 4%- be 75 doz.; XX bent, 
414-ft., $4.5 oz.; 5-ft., $5.50 doz.; 
> bent, 4% # $3 doz.; 5-ft., $3.40 

OZ. ‘ 

Manure Fork Handles.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; X bent, 4-ft., $2.60 
doz.; 4%4-ft., $2.95 doz. 

Garden Hoe Handles.—XxX, 414-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake Wandles.—XX, 5'%- 

5.25 doz.; X, 5%-ft., $3.25 doz. 
Handles. —Re ‘gular patte rn, 
$5.90 doz.; X, 4%-ft., 
D handle, best grade. 
X grade, $6 doz. 
Handies.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 
HANDLES, TOOL.—The demand 
active and prices firm. 

We quote from 
f.o.b. Chicago: 

Axe WHandies.—No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handiles.— 
No. 1, 90c. doz.:; finest second growth 
hickory, $1.50 doz. 


HINGES.—tThe volume of sales is re- 
ported as heavy and prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: Heavy strap 
in bundles, 4-in., $1.03; 5-in., $1.42 
6-in., $1.60; S8-in., $2.70; 10-in., $4.30 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66: 
§-in., $2.08: S8-in., $5.56; 10-in., $5.10 
per doz. pair. 


jobbers’ stocks, 


Straight, 


jobbers’ stocks, 


stocks, 
hinges, 


ICE CREAM FREEZERS.—There is a_ 


continuing good demand. No price 


changes. 


We quote 
f.o.b. Chicago: 
qt., $4.85 list; 2-qt., $5.65 list; 
$6.75 list: 4-qt., $8.25 list; 6-qt., 
list; 8-qt., $13. 50 list; 10-qt., 

y $2]. 55 list: 15 »-qt., $95.60 ‘ 
$33.20 list; 25-qt., $42.60 list : 
1-qt., $4 list: 2-at., $4.60 list: 
qgt., $5.55 list : 4-qt., $6.80 list; 6-qt., 
$8. 60 list: S8-qt., $11.10 list. All the 
above less 50 per cent discount. 


LAWN MOWERS.—The demand is 
very slight. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 11l-in. wheels, $12.35 each; 
16-in. ball bearing 4-knife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearings, 4-knife, 
9-in. wheels, $7.85 each; 146-in.. plain 
bearing, 4-knife, 9-in., w..ee's, $7.35 
each: 16-in. ball bearin-, 
8-in. wheels, $8 each; 
bearing, 3-knife, S8-in. 
each. 


NAILS.—Sales are fairly 
prices firm. 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 
White Mountain, 1- 


- . 
= ¥ 
i 


Wh. «.s, 
good and 


from jobbers’ stocks, 
Common wire nails, 
3.15 per keg base; cement coated, 
$2.20 per keg base. The extra for 
ralvanized nails is now $2 for 1-in. 
and longer, $2.25 for shorter than 
1-in. 


OIL STOVES.—The demand continues 
satisfactorily good. 


These are list prices. Dealers’ dis- 
counts are noted after each group. 


OIL COOK STOVES 
NESCO— 


No. 211 1 burner 
No. 212 2 burners 


HARDWARE AGE 


213 
214 
. 21s 
. 1102 
. 1103 


3 burners 

4 burners 

5 burners 

high shelf only 
} high shelf only 
No. 1104 high shelf only 
No. 1105 high shelf only 

Nesco dealer’s discount, 

per cent. 


PERFECTION— 
No. 72 2 burners 
No. 73 3 burners 
No. 74 4 burners 
No. 75 5 burners 
Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (improved Model) 
No. 42 2 burners 
No. 43 3 burners 
No. 44 4 burners 
“ Puritan discounts same as Perfec- 
ion. 


9.7: 
30 and 5 


—— —— 


OVENS 


NESCO— 
N 05 1 burner solid door 
No. 5 1 burner glass door 
No. 010 1 burner solid door 
No. 101 burner glass door 
No. 020 2 burners solid door.... 
No. 20 2 burners glass door... 
No. 030 2 burners solid door 
. 80 2 burners glass door 
| ——= discount, 30 and 
cent. 


_ 
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PERFECTION— 

No. 211 1 burner plain door....$ 

No. 211G 1 burner glass door.... 

No. 121G 1 burner glass door.... 

No. 122G 2 burners glass door... 

No. 142G : 
Deale ‘rs discount, on 10 or more, 30 

=" 5 per cent; less than 10, 30 per 

cen 


| PURITAN— 
No. 42G 2 burners glass door... 
Dealer’s discount, 10 
and 5 per cent; 
cent. 





_— — 


. $5.25 
or more, 30 
less than 10, 30 per 


WATER HEATERS 


Perfection No. 

Perfection No. ’ 
Nesco discount, 30 and ! _per ce nt; 

Perfection discount, 30 and 5 per cent 

in lots of 10 or more; less than 10, 30 

per cent. 

WICKS, ETC. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 

and $48 per gross. 
Discount same on 
stoves, ovens and heaters. 


| 
| 
| PAINTS AND OILS.—Oil and turpen- 


as oil cook 


_tine keep on climbing with an advance 


of 2 and 4 cents respectively., 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.17 
per gal.; 5-barrel lots, $1.12 per gal. 

Linseed Oil.—Boiled, barrel lots, 
$1. — per gal.; 5-barrel lots, $1.15 per 


lots, $1.15 per 


oa urpentine. .—Barrel 
a 


Alcohol.—Barrel lots, 
steel drum, extra, $6 


$15.25; 
$3.90; 


The. 


Denatured 
(0c. per gal.; 
returnable. 

White Lead.—100-lb. kegs, 
50-lb. kegs, $7.75; 25-lb. kegs, 
12%-lb. kegs, $2. 

Dry Paste.—Barrel 


Shellac.—(4%4-lb. goods), white, 
$4.25 per gal.; orange, $4.05 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
PYREX WARE.—Sales are picking up 
and many dealers are placing fal! 
orders. 
We quote 
f.o.b. Chicago: 
Bread Pans.—No. 
No. 214, $12 doz. 
Casseroles.—Round, No. 167, $12 
doz.; No. 168, $14 doz.; 


lots, per 


from jobbers’ stocks, 


$7.20 doz.; 


212, 





No. 182, $12 

doz.: No. 184, $14 doz. 

Casseroles. —Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
2°03, $7.20 doz.: No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.: 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 


252, $14 doz. 


doz.: No. 








August 27, 1925 


SKATES.—The demand is 


Prices remain unchanged. 


from jobbers’_ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER.—There is an 
active demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, $2.65 
per square; medium talc surfaced, 
$2 per square; light talc surfaced, 
$1.20 per square; red rosin sheath- 
ing, $57 per ton. 

ROPE.—Prices show no change and the 
sales volume is reported as good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 24%c. to 26%c. per | 
No. 2 Manila, 23%4c. per lIb.; No. 
Sisal, 17%c. per lb.; No. 2 Sisal 
164%4c. per Ib. 

SASH CORD.—Business is about nor- 
mal for this season of the year. No 
change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7. standard 


brands, $9.55 per doz. hanks, No. 8, 
$11 per doz. hanks. 


SASH PULLEYS.—Prices are firm and 
the demand is very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz. barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS.—The demand is good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 80-10 per cent new list; round 
head blued, 78-10 per cent new list; 
flat head brass, 76-5 per cent new 
list; round head brass, 74-5 per cent 
new list; japanned, 72-10 per cent 
new list. 


SOLDER AND BABBITT METAL.— 
There is an active demand and prices 
show no further change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $40 per 100 Ilb.; medium, 
45-55 solder, $39 per 100 lb.; tinners’, 
40-60 solder, $38 per 100 Ib.; high 
speed babbitt metal, $20 per 100 Ib.; 
oe No. 4 babbitt metal, $13 per 
0 b. 


STEEL SHEETS.—Prices are very firm 
and sales good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5 per 100 Ilb.; 28-gage black 
sheets, $4 per 100 Ib. 


WIRE GOODS.—The demand is steadi- 
ly increasing and prices are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ib.; No. 9 gal- 
vanized plain wire, $3. 50 per 100 SD. : 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ilb.; 80-rod 
spool galvanized hog wire, $3. 34 per 
spool. Polished fence staples, $3.60 
per 100 lb.; 12-mesh black wire cloth, 
$1.90 per 100 sq. ft.; 12-mesh gal- 
vanized wire cloth, $2. 20 per 100 sq. 
ft.; 14-mesh bronze wire cloth, $6.25 
per 100 sq. ft.; galvanized poultry 
netting, 55-5 per cent discount; gal- 
vanized after poultry netting, 50-5 
per cent discount. 


WRENCHES.—tThe sales are good and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson, 70 per 
cent discount; Trimo, 65-10 per cent 
discount. 

Snap-On Wrenches.—Radio and 
Pi eme ne A set, $4; No. 101 Master Ser- 
vice Set, $15.25; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75: No. 505B Screw Driver 
Set, $3.40: No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 
less 40 per cent. 


ROLLER 
only fair. 
We quote 
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HARDWARE AGE 


Record August Is Reported 
By N. Y. Hardware Jobbers 
Mostly on Fall Goods 


a record breaking sales period for that particular month. Most 


A record in the New York market report that August has been 


of the orders call for fall goods with shipments planned in 
September. The month started off in good shape and has been con- 
sistently good. Individual orders are not large but the satisfactory 
volume has been made by an unusual number of small orders. 

Retail stocks are said to be light and healthy. Many dealers 
have placed orders for Christmas toys, sleds, snow tools, ice skates, 
stove goods and kindred winter lines. 

Collections have been somewhat poor in some quarters, but this 
is thought to be a vacation or summer condition. 

There are practically no stocks on garden hose, lawn mowers 


and other summer lines. 


Steel Goods Prices Guaran- 
teed Until June 30, 1926 


Local jobbers report that steel goods 
prices for next year show adjustments 
but that prices are essentially the same. 
The new sheets are guaranteed against 
declines until June 30, 1926. 


Scoops Advance in N. Y.; 
Ash Sifter Prices Out 


New York jobbers announce that 
furnace scoops have been advanced and 
that ash sifter prices have been issued. 
These were not available at press time 
but should be available for the next 
issue. 


Linseed Oil Prices Higher; 
Crop Reduction Predicted 


It has been generally predicted that 
this year’s flax seed crop will be con- 
siderably less than the crop of last 
year, with the result that higher prices 
are expected in September. During 
August oil advanced 2 cents, then de- 
clined and on Aug. 20 recovered the 
2 cent advance. Prices quoted are 
effective Aug. 20, but are likely to go 
2 cents higher, according to reliable 
information. 

Linseed oil, in lots of less than 5 bbls., 
$1.11 per gallon; in lots of 5 bbls. or 
more, $1.08 per gallon. Calcutta lin- 
seed oil in barrels, $1.21 per gallon. 

Boiled oil, 3 cents extra per gallon; 
double boiled oil, 4 cents extra per 
gallon, and oil in half-barrel lots, 5 
cents per gallon additional. 





Prices on New Models 
Eveready Radio “B” Battery 


National Carbon Co. has announced 
prices on the new Eveready Layerbilt 
radio “B” battery known as No. 486, 
vertical type. These are 45 volt and 





list at $5.50 each. Dealers’ prices in 
unit packages of five, $3.58 each, and 
in less than unit packages, $3.85 each. 

The company’s new combination 
flashlight package No. 18 is quoted to 
dealers at $14.63. It consists of 9 No. 
2604 flashlights, 9 No. 2631 flashlights 
and 36 No. 950 unit dry cells. 





Fall Orders Encouraging on 
Snow Shovels, Etc. 


Dealers are placing orders now for 
snow shovels and kindred winter items. 
Prices are expected to hold through- 
out the season. Stocks are ample. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK. 

Long handled snow shovels, $4.50 
per doz.; American steel, $9. 35 per 


doz.; galvanized steel (2% x 16 in.). 
$11. 40 per doz.; Menzie shovels, $10.80 


per doz. 
Snow pushers, 12 x 18 in., $12 per 
doz.; 12 x 24, $16.20 per doz. 
Street cleaners, 12 x 31, $33 per doz. 
Sidewalk scrapers, solid shank, 
steel blade, 7 x 4%, black finish, $4.20 
per doz.; sidewalk scrapers, 7 x 
half polished, black finish, $6 per doz. 


Nail Demand Not Heavy 


Though sales are consistent, there is 
not at present a heavy demand for 
nails. Prices have been fairly firm. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK. 


Keg nails, $3.40 base; 
and brads in 1 Ib. papers, 
per cent. 





wire nails 
70 and 10 





Rope Prices to Hold 
It Is Reported 


September-October prices are likely 
to be the same as those quoted, which 
are for the period of July and August. 
Raw material is high and labor costs 
unchanged, which facts prohibit any 
thought of decline, according to manu- 
facturers. Sales are moderate. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. NEW YORK. 

Rope, No. 1 £Manila 
brands, 24c. per Ib.; No. 
standard brands, 22c. per Ib.; 


standard 
2 Manila 
No. ] 
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sisal standard brands, 19c. per I1b.; 
No. 2 sisal standard brands, 18c. 
per lb. 

Twine, 


3- ply wrapping twine, No. 
1, 23c. per lb.; No. 2, 21c. per Ib. 

India hemp twine, No. 8, 16c. per 
lb.; BB twine, fine dark, 22%c. per 
lb.; fine light, 24c. per Ib. 


a ee 


Serew Discounts Revised 


Jobbers announce a revision on dis- 
counts on wood screws. The new dis- 
counts are shown herewith. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Wood screws, iron bright, flat 
head, 80 per cent; iron blued, round 
head, 77% per cent; brass, flat head, 
77% per cent; brass, round and oval 
head, 75 per cent. 
Hot galvanized, flat head, 65 per 
cent; same round head, 62% per cent. 
Nickel plated, flat head, 70 per 
cent; same round head, 70 per cent. 
Brass plated, flat head and round 
head, 67% per cent. 
EXTRAS—20 to 20 and 5 


N. Y. Sled Prices 


Jobbers have announced prices on 
sleds. Stocks are ample and early in- 
terest very encouraging. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK. 


Flexible F ly ers, No. 1, $2.50; No. 
— No - No. 4, $4. 33 No. 5, 
Junior’ Race . $3. 50; Racer, 


Fire Fly sled, No. 9, $1.14; No. te 
$1. No. 11, $1.71; No. 12, $1. 94 an 
covet $2. 


per cent. 


Jeo 


2 
$5. 
$4. 


~™ or 





Dealers Buying Weatherstrip 
in Fair Quantities 


Jobbers report fairly active sales for 
weatherstrip. Prices are even through- 
out the city, according to reports re- 
ceived. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK. 


Wirf’s weatherstrip, packed 500 ft. 
to the reel, maroon, $27.50 per reel; 
white, $35 per reel. 

Metropolitan weatherstrip, in 100 
ft. rolls, No. 0 and No. 1, $1.80 per 
roll. No. 1%, $2.55 per roll and No. 
2, $2.90 per roll. No. 4, $3.60 per roll 
and No. 7, $4.35 per roll. 

Metallic weatherstrip, in 100 ft. 
rolls; No. 38, $2.15 per roll; No. 39, 
$2.55 per roll; and No. 40, $2. 90 per 
roll. 

Felt weatherstrip, in 100 ft rolls; 
No. 18, $2.35 per roll; No. 19, $2.75 
per roll and No. 2 : 

Flexible weatherstrip, 
rolls; No. 8, $1.90 per roll; 
a per roll and No. 10, $3. 05 ‘per 
ro 

Competitive 100 ‘ft 
$4.20 per roll. 


grade, rolls, 





Ice Box Brushes Active; 


Clothes Brushes Selling 


A good demand is reported for ice 
box, sink and clothes brushes in this 
market. Vacationists are buying clothes 
brushes in good quantities. The gen- 
eral line is moving fairly well also. 
Prices are firm. Stocks are ample. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK. 

A discount of 3314 per cent on the 
following household and personal use 
brushes, which are quoted here at 
list prices. 

brushes, 85c. each; split 
$1.25; cloth brush and skirt 
brush, $1.60; $1.90; bath 
brush medium, 1.95: large, $2.30; 


refrigerator brush, 30c.; percolator 


brush, 15c.; vegetable brush, 25c.; 
dish mop, 35c.; pan greaser, 30c.; 
dustpan and brush, a radiator 


brush, 55c.; bottle brush, 35c. 
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Satisfactory Demand in N orthwest Market— 
Prices Firm with Upward Tendency 


(Minneapolis office of HARDWARE AGE) 


ONDITIONS in the territory tributary to the Twin Cities in 
the Northwest are very good. Crops are turning out well, 
on the average, and there is a vast quantity of new wealth 

flowing from the farms in the shape of grains and other products, 
and a corresponding flow of money to the farming communities. 
The effect of this money movement has already been felt in the 
smaller business centers and will be in evidence in the large centers 


in the next few weeks. 


Stocks are being shaped up for the coming fall and holiday trade, 
and merchants have been busy buving these stocks from the jobbers. 
Prospects are very evidently much better than for several seasons 


past for a good holiday trade. 


Prices are still very stable, showing no changes over those quoted 


a week ago. 


Collections are still slow in the larger centers, but are 


beginning to improve in the smaller cities and towns. 


AXES.—Stocks are well filled for this 


time of the year. Sales are normal 
and prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $14.50 and double bit 
base weight axes at $19.50 per dozen, 
net. 
BOLTS.—Sales are fair, with stocks 
well assorted. 
We quote 
f.o.b., Twin Cities: Large and small 
carriage bolts at 50 per cent; large 
and small machine bolts at 50-10 per 
cent; stove bolts at 75 per cent and 
lag screws at 60 per cent from stand- 
ard lists. 
BRADS.—Call continues to be good, 
with building work under way. Stocks 
are sufficient for the demand and prices 
steady. 
We 
f.o.b. 
25-1b. 
list. 
BUILDERS’ HARDWARE.—Demand 
continues to be above the medium, with 
ample stocks from which to draw. 
Building operations are still at a fair- 
ly high point in both the large cities 
and in the smaller communities. Resi- 
dence and commercial work are fairly 
well represented, with the greater at- 
tention to small homes in this section 
of the country. 


CHURNS.—Sales are still very good, 
with stocks well assorted. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 30-10 per cent from lists. 

EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Call is still good, 
with stocks ample for present needs. 
Prices have not changed. 


We quote from 
f.o.b. Twin Cities: 


from jobbers’ stocks. 





stocks, 
brads in 
cent from 


jobbers’ 
Wire 
per 


from 
Cities: 
at 70-10 


quote 
Twin 
boxes 





stocks, 
single 


jobbers’ 
Slip joint, 


bead 29-ga. 5-in. eaves trough at 
$5.50 per 100 ft.;: 2%-ga. conductor 


$5.15 per 100 ft., and 3-in. 
$1.73 per dozen, 


pipe 3 in., 
conductor elbows at 
net, 


FIELD FENCE.—Sales are showing 





—s well filled. 
Prices show no changes. | 


GALVANIZED WARE. 





some improvement in a retail way, 
with stocks well filled. Prices show 
no changes. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: 26-in. L type field 

fence at $22.68 per 100 rods, net. 
FILES.—Sales are good and_ stocks 
Prices still continue steady. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Best grade files 

at 50 per cent, and second grade files 

at 60 per cent from list. 
FREEZERS.—The season is_ rapidly 
drawing to a close for this line, deal- 
clear away their 


ers attempting to 
stocks for other goods. Prices are un- 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 


4-qt. freezers at $4.13 each, and 8-at. 
at $6.75 each, net. 

Demand is 
with ample 





still good in this line, 


' stocks from which to draw. Prices have 





not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at 7.25; No. 2, 
$8.00; No. 3, $9.20; heavy tubs, No. 
1, $12.30; No. 2, $13.50; No. 3, $14.70; 
standard 10-qt. pails, $2.65; 12-qt., 
$3.00; 14-qt., $3.35; stock pails, 16-qt., 


$5.00, and 18-qt., $5.50 per dozen, net. 
GLASS AND PUTTY.—Sales are still 
at a low point, as far as the house- 
holder is concerned. Building opera- 
tions are causing a demand in that di- 





rection. Stocks are heavy enough for 
the demand, and prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, 
single strength glass, 83 per cent: 
double strength, 8&5 per cent; and 
strictly pure putty in 50-lb. drums 
at $4.85 cwt., net. 





HAMMERS AND HATCHETS.—De- 
mand is very fair, with the amount of 
construction work under way. Carpen- 
ter tools are selling at a fair rate, with 


stocks ample for the demand. Prices 
have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 





11% carpenter’s hammers at $12.64; 
Plumb No. HES1, $10.50; Plumb No. 


2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2 claw, $12.50 
per dozen, net. 


HOSE.—tThe selling season for hose is 
drawing to a close, and the dealers are 
making special inducements to close 
out their stocks. Jobbers’ stocks are 
being graded down also, with prices 
holding steady for current needs. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good Luck, % in., 


§-ply hose at 10%c.; Bull Dog, % 
in., 7-ply, 13c.; Leader, 5 in., o-ply, 
93%,c.; molded black, ™% in., 11%c 


per foot, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Demand is very steady in 
this line, with the harvest and thresh- 
ing operations increasing the call 
from the country districts for oil cook 
stoves. New homes being built in the 
suburbs and in the country are demand- 
ing some form of cook stoves other than 
the coal or wood stove, and oil stoves 
are filling this need. Stocks are well 
filled and prices steady. 


Oil Cook Stoves 





PERFECTION— 
oe, Te BD noc cc'secucseun $17.50 
a ee oe ee alee eb ece 22.50 
Dee. Te OR ccscccsvacvcess Bee 
eS 8 ar 39.50 


Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 


ee oe i ec eee eaen ee $17.50 
Me. 4B 3B BePUNEW ccc cccsvcescee Savas 
No. 44 4 burners ...........--. 28.00 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
No. 211 dad pate $9.50 
“eee me I. nc cncdeceese 17.35 
No. 213 3 DUrMOTS ....cscccrce Bow 
No. 214 4 burners ............ 28.00 
No. 215 6 DUPMOTS .ccccccccess BIO0 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door... $2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door... 6.00 
Ne i le a a ei he adh ok A hd ae §.15 


Dealer’s discount, on 10 or more, 


30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door... $5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent, 
NESCO— 
No. 05 1 burner solid door.... $2.16 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No. 101 =burner giass door.... 4.49 
No. 020 2 burners solid door... 5.15 
No. 202 burners glass door... 5.40 
No. 030 2 burners solid door... 5.40 
No. 30 2 burners glass door... 5.74 
Dealer’s discount 30 and 5 per 
cent. 
Water Heaters 
Se Pe eee eee 


Perfection No. 412 10.00 


Reading matter continued on page 64 
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Ornamental 
Jrorn Work. 





yi) In Your Town, But 
i ' Every Iron Article 
Is} Means PROFIT to YOU/ 


Every Residence, Store, 


Porm a Factory and Garage Can Use 


SAPOLIN 


N2 6682 STOVE PIPE ENAMEL 
FOR ALL METAL SURFACES 


Indoors—Outdoors—all around the home, Sapolin 
No. 66 prevents rust and stands high degree of heat. 
SAPOLIN Decorative Specialties—Enamels, Stains, 
Gildings, Bronze Powders and Bronzing Liquids, etc., 
eats have been unquestioned leaders for 
Radiators aaRegisters nearly 50 years. An assortment on 
your shelves, with our effective 
dealer helps in your window, will | 
prove avery-profitable combination. 















FREE - Send for (his Book_—. Bai & BD 1 cives 
> *« sa letails 
— 3 be ot the 
smokestaces GERSTENDORFER BROS., |g °° 
229 E. 42nd St. New York, U. Ss. A. \ : a of t x 








Machinery 
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Pyspestion, No. - neseerenses aoe PYREX OVENWARE.—Demand be- , ay foe Som F ane grind stocks, 
Nesco discount, 30 and 5 per cent; . . . .O.b. win Cities: est grade sasl 
Perfection discount, 30 and 5 per gins to show improvement, with dealers cord, 78%c. lb.; second arade, ie: 
cent in lots of 10 or more; less than preparing their stocks for the fall cast iron sash weights at $2.10 cwt., 
10, 30 per cent. . net. 
trade. Prices have not changed. , 
Wicks. Etc | . ; SOLDER.—Sales are fair, with stocks 
’ | We quote from jobbers’ stocks, . 
Dackurenwe wicka. 25c. cach. _ f.o.b. Twin Cities: No. 197 casseroles ample for the demand. Prices show no 
Perfection and Puritan, $4 per doz. at $1.17; No. 202 pie plates, 50c.; No. | changes. 
and $48 per gross. | 210 pie plates, 67c.; No. 212 bread | ; 
Discounts same as on oil cook | pans, 60c.; No. 231 utility pans, 67c.; | We quote from jobbers’ stocks, 
stoves. ovens and heaters | No. 12 tea pots, $1.67; No. 24, $2.00; | f.o.b. Twin Cities: Warranted half 
"° en No. 36, $2.33 each, net. and half solder at 41c. lb., and strict- 


PAINTS AND WHITE LEAD.—lIn this | : ly half and half solder at 40c. Ib., 
7 : SCREWS.—Sales are good, with stocks net. 


secti f the country paint has been Pr 

anion: a > ees pi acta rate, | Well assorted. Prices have not STEEL SHEETS.—Stocks are well as- 

Dealers have found that their initial ©h@nsed. sorted and demand steady. Building 
operations have improved the demand 





-_ . We quote from jobbers’ _ stocks, 

stocks were sold long before they ex-| ;..), twin Cities: Flat head bright | this season. Prices show no changes. 
pected, and additional orders were nec- wood screws, 75-25 per cent; flat Ww t f iobb 

d 3 nt eee head japanned, 65-25 per cent; € quote from Jjobbers’ stocks, 
essary to fill their customers demands. aan mt blued, 70-285 per cent: f.o.b. [win Cities: Black _ steel 
Stocks have been drawn on heavily, | flat hea® brass, 70-25 per cent, and sheets at $4.25 cwt., base, and gal- 
and the sales as a whole have been very | “tone head brass, 70-20 per cent — steel sheets at $5.35 cwt., 

° wan rom lists. ase. 
good. Prices have not changed. TIN PLATE.—Sales reflect the build- 


We quote from _jobbers’ stocks, SCREEN DOORS AND WINDOWS.— ing activities, and are fairly active. 


f.o.b. Twin Cities: Best grade house Sales are fair, with stocks well filled. | ¢ . 
paints at $2.80 per gallon in 1-gallon len, Seeeaiienth an bec Stocks are well filled and _ prices 
cans, and white lead in 100-lb. kegs | The heaviest of the season has passed, | steady. 
at $13.83 per cwt., net. | however, and dealers are grading their | ~ ea ee ee eS 
. ° ° ° ° e om 0 -rs Ss "KS, 
PAPER.—Building work is still mov- | stocks down. Prices have not f.o.b. Twin lly Daranee coke, 
ing paper in good volume, and stocks | changed. el ~ be be codes’ cette On 
. ; | , 20 x 28, 8-lb. coating roofin in 
have been heavily drawn on. Prices We quote from jobbers’ stocks, | at $14.60 box, net. . , 


f.o.b. Twin Cities: Common § screen 
doors, 2-8 x 6-8, $1.82 each; fancy 


WHEELBARROWS. — Demand is 


show no changes. 


We quote from jobbers’ stocks, doors, 2-8 x 6-8, $2.16 each; metal steady, though somewhat lighter than 
f.o.b. Twin Cities: Red rosin build- window screens, adjustable, 24-in., few weeks : Stocks 
ing paper in 20, 25 and 30-lb. rolls $7.40 doz., and wood frame, screens, a rew weeks ago. Stocks are ample 
at $3.25 cwt., net. adjustable, 24 in., $6.00 doz., net. for present needs and prices un- 
POULTRY NETTING.—Demand is SASH CORD AND SASH WEIGHTS. | changed. 
slowing up in this line, with ample Call is still good, due to the amount We quote from jobbers’ stocks. 
stocks : rices are -hanged. : er ; . aos f.o.b. Twin Cities: Fully bolted bar- 
stocks on hand Prices are unchanged. | of building being done. Stocks are am- || type tray wheelbarrows at $36.50 
We quote from jobbers’ stocks, ple for present needs, and prices un- | doz.; No. 2 tubular barrows at $7.33 
f.o.b. Twin Cities: Hexagon poultry J . each, and No. 1 garden barrows at 
netting at 50-10 per cent from lists | Changed, $6.25 each, net. 








Minimizing Operations 


HE Empire State Express has long been a “crack” train of the New York Central; 

yet, in spite of its splendid running time, it never until the day has operated upon a sched- 

ule which omitted a change of engines at Syracuse. It had always been figured by the 
railroad’s officials that the change of engines was an economy because it saved the wear and 
tear on their engines and cut down on repair bills. 







But recently, for the first time, the Empire State Express sailed through Syracuse with- 
out even hesitation and made the entire trip from Buffalo to New York with one engine, 
thus clipping a number of minutes off its running time. It was made possible by late per- 
fections in locomotive construction. 












Minutes count in railroading—even a very few minutes—and correspondingly, details 
which seem small in today’s merchandising really loom large in the final Profit-or-Loss ac- 
counting. Superior equipment, both mechanical and mental, is paramount. S-p-e-e-d spells 
the spirit of the day in merchandising quite as much as it does on the ribbons of steel which 
tie our great cities together. 









The stocks which fail as to speed of turn-over spell loss of profits and poor business to a 
merchant quite as much as trains which fail as to speed spell retrogression to a railroad. 





There was a time when it was deemed good merchandising to buy certain types of goods, 
bearing little known names, once a season and thereby to tie up capital and shelf space for 
the better part of an entire season. 







But, in these days, due to perfection in merchandising methods, other brands of the same 
types of merchandise made universally known and efficient, by advertising, are purchased 
“early and often,” thus not only tying up the minimum of capital and space, but insuring 
far larger profits and sales by fresh goods at all times. 









Be an Empire State Express-er! Practice quick Turn-Over. 








Reading matter continued on page 66 
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Cheaper or Lower Priced? 


Richards-Wilcox prices are based on the best 
products (of each particular type) that advanced 
engineering skill and the most efficient manu- 
facturing methods can produce. 


Some interior articles may be cheaper—but none can be 
lower-priced because Richards-W ilcox are so equipped that 
they can produce the finished product ata less price than any 
manufacturer in the world. And they do this without low- 
ering the Richards-Wilcox recognized quality standard. 


Back ot every R-W product is the R-W Service organi- 
zation, ready to function in your interest to the ultimate 
end that we are not satisfied until you are. On this basis we 
would consider it a pleasure to serve you. 


Richards-Wilcox operate the largest tactory of its kind 
in the world at Aurora, Ill. Another manutacturing plant 
is located at London, Ont., and branch warehouses and of- 
fices are maintained in all important large cities of the United 


States and Canada. 


It you do not have the latest general catalog in your files, 


write tor a copy. 
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Builders’ Hardware Active in Pittsburgh— 
Collections Reported as Favorable 


(Pittsburgh office of HARDWARE AGE) 


UILDERS’ hardware and other building materials still consti- 
tute the active spot in this market which taking it by and 


large leaves something to be desired in point of business. 


Re- 


tail business generally is quiet and this naturally is reflected in the 
demands upon jobbers for seasonal lines, and while releases against 
spring orders for fall and winter lines are increasing, more common 
report is that they are somewhat below the average of other recent 


vears at this time. 


Much surprise is expressed over the way the 


demand for builders’ hardware has held up, but the explanation can 
probably be found in the fact that the building activities in this part 
of the country have been conducted in a somewhat more orderly way 
than in other sections and there having been no so-called “boom” the 
completion of the task of bringing housing and other building facili- 
ties up to requirements has stretched out longer than in those places 


where the work is done at a rush. 
construction is sharing in the current activity. 


Everything used in building 
The week has 


brought no important price changes and in a general way there are 
few expectations that the next period of sixty days will see impor- 


tant changes. 
AUTOMOBILE ACCESSORIES.— 


There is no change in prices. Business 
is just fair. 
Prices from jobbers’ stocks, f.o.b., 
ittsburgh, follow: 
Spark Plugs.—A. ©. plugs, lots of 


less than 10, 65c. each; lots of 10 to 


iy 5SRe.: lots of 50 to 99, 55c.; lots of 
ion to 200, 57e.; lots of 300 or more, 
ije.; A. C. plugs, No. 1075, for Ford 


cars. lots of less than 10, 49c.; lots 
of 10 to 49, 44e.; lots of 50 to 99, 42c.; 
lots of 100 to 200, 39c.; lots of 300 or 
more, 37¢c. 

Motor Meters.—Standard makes, 
lots of less than 10, 25 per cent off 


list: lots of 10 to 19, 30 per cent off 
cent 


list: lots of 20 or more, 37 per 
off list. 

Horns.—Spartons, single lots, 35's 
per cent off list; $60 list and over, 


i? per cent off list; $90 list and over, 
io and 5 off list. 

Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $53.25 


3.25 each. 
Jacks.—Millers Falls, No. 145 res 
each. 


Pumps.—Anthony 
RBATTERIES.—Demand is very good 
for the time of year and the trade is 
looking for an increase in sales in the 
next 30 days, as use of radio equipment 
has become more general. Prices are 


¢ > 
oJ, o.teo 


line, 220 each. 


steady. 
Jobbers’ quotations. to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 

Kach Each 

No. 7h3 : $1.05 $0.97 
3 ae ewe. 1.32 1.22 
i “ «sencbheseeven 1.22 1.14 
2 Ce Cee ei ee 1.40 1.30 
No 767 2.62 2.4 { 
hi DCE tsenesateeee 2.62 2.44 
eS ee ere 3.33 3.09 
ak Ben neasaseensen 42 39 
No. 6 dry cells, ignition type, 29c. 
each in full packages; 30c. each for 


broken packages. 
BOLTS, NUTS AND RIVETS.—The 
situation in bolts and nuts still is very 
firm, although demands upon jobbers 
are not especially large. Makers re- 


Collections are fair. 





disposed to shade them in an effort to 


create business. 

We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads. 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads. 
45 per cent off list: stove bolts, 75 





| per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list: ¢.p.e. 
and t. blank or tapped, 3.35c. off list: 
| rivets, small wagon and tinner’s, 60 
off list. 


per cent 
BUILDERS’ HARDWARE.—Western 
|Pennsylvania is running materially 
ahead of a year ago in building con- 
| struction activities and it is, therefore, 
not surprising that the reports about 
building hardware business are favor- 
able. In July 504 jobs, with 3,382,800 
sq. ft. of floor space, with a valuation 
of $29,940,300 were placed, as com- 
pared with 421 awards, embracing 1,- 
287,600 sq. ft. of floor space with a 
valuation of $11,346,500 in July last 
year. The lettings included 311 resi- 
dential buildings with a valuation of 
$5,580,500 as against 250 such lettings 
with a valuation of $3,782,500 in July 
last year. At the end of July contem- 
plated building projects totaled 486 
with an estimated valuation of $13,- 
796,600. In Pittsburgh proper, 314 
building permits were issued for build- 
ings to cost $1,248,385. July building 
permits, including additions, extensions 
and alterations totaled 823, with a val- 
uation of $2,964,800, as compared with 
788 permits and a valuation of $2,623,- 
977 in July last year. 
CONDUCTOR PIPE.—Business is good 
in keeping with a building program of 
rather generous proportions. Prices 




















gard present prices as fair and are not | are firm. 








ae 




















sending along 
spring contracts in fairly free fashion. 


We quote out of Pittsburgh ware- 
houses: 

Galvanized sheet steel pipe, No. 28 
gage, 3-in., $4.75 per 100 ft.; copper 
pipe, 2 to 5-in., 16-0z., 32 per cent off 
list on direct mill shipments and 28 
per cent off list out of jobbers’ stocks. 

GUNS AND LOADED SHELLS.—The 
report still is that the retail trade is 


specifications against 


MILL, MINE AND FACTORY SUP- 
F?LIES.—Betterment in the iron, steel 
and coal industries does not yet seem 
to have brought about any appreciable 
increase in the demand for supplies. 
Competition for business is still rather 
sharp, and this means some price cut- 
ting. 

Jobbers’ prices to retailers: 

Pipe Wrenches.—Walworth, 70 and 


5h per cent off list; Trimo, 70 and 5 per 
cent off list; Larco, 70 per cent off 
list. 

Fittings.—Cast iron screw, 36 per 
cent off price list; flange, 47 per cent 
off list: malleable, Ib., list plus 4 per 
cent: standard iron body gate valves, 
35 and 5 per cent off price list; 
standard brass globe valves, 30 per 


cent o list; standard brass gate 
valves, 45 per cent off list. 

ope. — First grade long fiber 
manila, 26¢c. per Ib. 

Belting. — No. 1 leather, 45° per 


cent off list; No. 1 rubber, 40 per cent 

off list. 

Twist Drills.—Carbon, 60 per cent 
off list; high speed, 45 per cent off 
list. 

Files.—High grade, 50 per cent off 
list. 

Screws.—Wood screws, 72% and 5 
per cent off list; milled cap and set 
screws, 75 per cent off list. 

Picks and Mattocks.—Carbon picks 
and mattocks, 50 per cent off list. 

Hacksaw Blades.—RBest grade, 50 
per cent off list. 

PAINTING SUPPLIES.—Business is 

much better than it has been recently, 

another reflection of building activities 
in this part of the country. Prices of 

a week ago are holding. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%4c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.11 per gal. in barrel lots: 
~~. oil, $1.14 per gal. in barrel 
ots. 


PRESERVING EQUIPMENT.—Retail 
demands are very steady and jobbers 
are being called upon in the same way 
to maintain retailers’ stocks. There is 
no change in prices. 


Jobbers’ prices follow: 
Bottle Cappers.—Everedy, in dozen 


lots, steel based padded, $10.80 per 
doz.; wood base, $11; steel base, 
plain, $10.50. 

Strainer Sets.—lKEveredy, in dozen 
lots, strainer stand, $4 per doz.; 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales.—U'niversal, No. 1021, $1.25; 


No. 11021, $1.55; No. 19221, $2.50; No. 


1621, $3.50. 

Jar Rubbers.—Double lip, red, 70c. 
per gross in 12-gross lots; 75c. in 6- 
gross lots and 80c. in 1-gross lots. 


ROOFING PAPER.—This item shares 
in the activity incident to building work 
and jobbers lately have been making 
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Answer: 
So that fence buyers can see at a glance that it’s that 
new fence with 2 to 3 times heavier zinc protection 
than ordinary galvanized wire. You know that the 
extra zinc means many years of extra service. 


Question: 
What do they mean by copper-bearing? 


Answer: 
Well, that means that the steel from which this new 
Square Deal Fence is made contains copper—that it 
resists rust clear to the core. It is a well known fact 
that steel with copper in it lasts at least twice as long 
as steel without copper. 


Question: 


But how about the knot, 
gauge of wire, etc. —are 
they as good in com- 
parison? 
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ED STRAND 


Why do they mark 
Keystone Fence with a Red Strand? 


Answer: 














Yessir! The Special Square Deal Knot is guaranteed 
not to slip. The gauge of each wire may be depended 
on to be standard. The stiff picket-like stay wires keep 
the fence looking neat and trim and best of all, fewer 
posts are required. Then, the well crimped line wires 
allow for proper stretching and for contraction and 
expansion due to weather changes. 


Question: 


Isit a fact that this extra quality, longer lasting Red 
Strand brand costs no more than ordinary galvanized 
wire fence? 


Answer: 


That’s the best part of it! Whilé it costs the mill 
more to make this higher quality fence, it costs 
you no more than the ordinary galvanized kind. 

In fact,only about 14 or % as much in the long 

run, because the copper-bearing steel plus 

the patented ‘“‘Galvannealed”’ process of 

zinc protection assures 2 to 3 times 

longer rust resistance. 


. I think I’ll try some of this new 


Red Strand for my East 40—if it’s 
all vou say it is, I’m coming back 
for more. 





These arguments have greatly 
increased fence sales for many 
Red Strand Keystone dealers. 
Couldn’t you sell more fence 
with talking points like these? 
Let’s talk it over—our salesman 
will cal if you say so. Or, if 
you prefer, we'll send full facts 
—and “Official Proof of Tests’’; 
you'll be interested in them. 


KEYSTONE STEEL & 
WIRE CO. 


Peoria Illinois 





Copper -Bearing:-Galvannealed -:: No Extra Price 
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good sized sales. Prices from Pitts- 


burgh jobbers’ stocks per roll follow: | 


Battleax, light, $1.05; medium, 
$1.30; heavy, $1.55; Apex, light, $1.35; 
medium, $1.45; heavy, $2.10. 

SHEET METAL.—There is a good de- 





mand in keeping with the fact that 


there is so much building construction | 
in progress and in prospect for the 


next few months. Prices are firm. 


We quote sheet copper at 22%c. 
per Ib. from jobbers’ stocks in lots 
of 300 Ib. or more and 26*%,¢c. per Ib. 
in single sheets; sheet zinc, 124c. per 
lb. in loose sheets: ll'4c. in 100 Ib. 


casks; Ile. in 300 Ib. casks and 1012c. 
in 600 Ib. 
SHEET STEEL.—Jobbers here con- 
tinue to report a good demand, particu- 
larly from the building contractors. 
There have been no changes in prices. 
Pittsburgh jobbers’ 
Galv. flat, No. 28 gage, $5.30 
base per 100 Ib.; corrugated No, 28 
gage, 2%-in., $4.49 per square: one 
pass cold rolled black, No. 28 gage, 
$4.15 base per 100 Ib., all for lots of 
one to nine bundles. 
STEEL AND IRON PIPE.—There is 


no division of the finished iron and 


casks 


l’rices out of 


stocks: 


steel market that is more active just | 
The big de- | 


now than the pipe mills. 
mand is in connection with oil and gas 
well drilling and for line pipe, but 
building activities are bringing out 
quite a bit of standard pipe business. 
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Prices out of jobbers’ stocks, f.o.b. 


Pittsburgh, follow: 
Welded Steel Pipe 
Black Galvanized 
Net Net 
Size Per 100 Ft. Per 100 Ft. 
Pe: cditiesvenes $3.41 $4.90 
nn, »«dbbes es 3.36 4.98 
8 Sa eee 3.36 4.98 
: netsuekeunt 4.34 ».61 
i. wise ewan 6s 5.41 6.90 
i te ee. 7.65 4.86 
PY <scehkacitins 10.35 13.34 
OS Se eee 12.38 15.95 
Dn. pecustseneaee 16.65 21.46 
Pk. cxcrekensuce 26.33 33.93 
eer 34.43 44.37 
eee 44.16 56.12 
0 4 ees e.de 66.49 
Pa oe 60.96 T7.47 
DO dvvelbva dene os 71.04 90.28 
Ss Bb eneneen eens G?.16 117.10 
Welded tron Pipe 
slack Galvanized 
Net Net 
Size Per 100 Ft. Per 100 Ft. 
Pan Leecseneees $7.20 $9.00 
DE. sscevcooneen 7.20 9.00 
i. cvcneuetu ee 7.40 9.26 
Ph. cs eerea ewe 9.32 11.50 
EE | Is iow ae 13.4: 16.66 
we etue cee 18.17 22.54 
i: edn dee seks 21.73 26.95 
bets Cceteae ad 31.82 38.3 
OT ere 48.56 58.50 
Se neta bie eee 61.97 74.97 
NE? ee re i el 74.52 90.16 
eee 88.20 106.82 
OO” Eee 102.90 124.46 
 ~«vasteveveds 119.90 145.04 
De. Si ceumenneaes 155.50 188.16 


eeeEineememneeteeenmeemmmen 


There has been no change in mill prices | 


of steel pipe for two and one-half years 
while it is almost three years since 


present prices of iron pipe were estab- 


lished. 


Acme Electric Cord and Wire 
Stripper 

A tool that strips and _ burnishes 
electric cord and wire without the use 
of a knife is being manufactured by 
A. Laubscher, 77 Fort Pleasant Ave- 
nue, Springfield, Mass. 

Claim is made that it strips double 


' done with one motion. 


STOVE PIPE AND ELBOWS.—Speci- 
fications still are coming out in good 
fashion against orders placed earlier 
in the year. 

We nested 
ware- 


polished blue 
from Pittsburgh 
28 gage, 6 in., $15 per 
elbows, $1.48 per dozen. 
pipe, 4-in., 85c per 
collars, 40c. 


quote 
stove pipe 
houses, No. 
100 joints: 
Nickeled stove 
joint; elbows, 


[OC.s 
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WINDOW GLASS.—Business is good 
for the same reasons that are creating 
activity in other building supplies. 


Jobbers quote: Single strength A 
and B, 84 and 5 per cent off list; 
double strength A, 86 per cent off 
list; B, 87 per cent off list. 


WIRE PRODUCTS. — Spring terms 
were announced by leading manufac- 
turers of woven wire fence under date 
of Aug. 17. These provide 60 days net 
from March 1, 1926, with 2 per cent off 
for cash within ten days and the one- 
half per cent additional discount for 
anticipated payments. The outlook is 
for a good fall business in fence and 
as the present mill price is regarded as 
low and unprofitable it does not look 
as though there would be any reduc- 
tion. Jobbers are finding a steady de- 
mand for nails and are moving a fair 
amount of barbed and fence wire. 


We quote from Pittsburgh jobbers’ 


stocks: 


Fence Wire: 

(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage........ $3.00 $3.15 
ih Mt ¢xcewssessgeeeeus .05 3.50 
a Dt c¢eneceowseeraned Me 3.55 
re er 3.15 3.65 
OE eee 3.25 3.80 
ae. vivesseskusacdane 3.35 4.00 
i. *}* eee er TT 4.30 
Pk: 2 npavpeecdadedcautius 3.75 4.50 

Barbed Wire (per 80-rod spool): 
| ae ee ee $3.01 
a a i ee ee 3.22 
Dn tot eaudceadenssucuue Se 
OT CTT Te eT Trees 
2-point cattle (special).......... 2.28 

Woven wire fence (per 100 rods): 
itt ielee cece IEE eek ecue xed $39.36 

DT, tegoubexe didectentsaceews 55.20 
CE » ilies wate aa seal ba wee its «arene bs oands 35.22 
4} Re ee een 48.85 


Bright nails base per keg, $3 to $3.05. 





It is equipped 


on the side with what are said to be 


a powerful set of shear cutters, doing 
the work of common cutting pliers. 

The jaws are made of specially pre- 
pared steel, tempered for extra wearing 
qualities. 

All parts are interchangeable. The 
cutting blades are attached to the jaws 
with specially made shoulder screws, 





cord as well as 


single 
and is quickly adjustable for use in 


or reinforced 


cutting and stripping all commonly 
used cords and wire, making a clean 
shear-cut, leaving no ragged edges on 
the insulation. The cord stripping is 











countersunk into the jaws, the cutting | 


edges being ground to a _ perfect fit 


/making each part the same as every 


other like part. 
It is intended for use 
wiring that requires end stripping. 





Floor Mop Has Unique 


Features 


A floor mop called Bo-Kay has been 
designed by the Bouquet-Brownson Co., 
Inc., St. Paul, Minn., with a view to 
appealing to the housewife. 


for cleaning, dusting and polishing in 


The handle folds down flat on the mop 


It is said to be shaped conveniently 


corners and places ordinarly difficult 
to reach—to be the mop with a nose 
—strong, sturdy and securely built. 





which adds to the convenience in get- 


ting under low places. The handle is 
straight, grained maple highly polished. 

Claim is made that it is large, with 
a generous spread and long plume that 
enables it to be quickly and efficiently 
operated. The steel frame is heavily 
padded which provides against marring 
objects it touches. 

It is claimed the Bo-Kay polish is 
treated so that it imparts the fra- 





mae 


i ‘ 





grance of flowers and that there are no 
| unpleasant oily odors. 
in electrical | 


Each mop is packed in a highly dec- 


orated can with rolled edges. The pol- 
ish mop is red while the dry mop is 


blue. 


They are packed one dozen in 


a carton and weigh 20 lb. 


Merchandise has been produced in 


small quantities but factory production 
is to be speeded up and by September 


first small or carload orders can be 


handled. 
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COPPER PERCOLATORS 
Hot and Cold Water Types 
COPPER BOTTOM TIN WASH BOILERS 
COPPER TEA KETTLES 
COPPER WASH BOILERS 
COPPER KETTLETTES 
COPPER INSET PAILS 
COPPER COFFEE POTS 
COPPER TEA POTS 
ALUMINUM PERCOLATORS 
Hot and Cold Water Tynes 
ALUMINUM TEA POTS 
ALUMINUM TEA KETTLES 
ALUMINUM SAUCE POTS 
ALUMINUM SAUCEPANS 
ALUMINUM DOUBLE BOILERS 
ALUMINUM PRESERVING KETTLES 
ALUMINUM COVERED CONVEX 
KETTLES 
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Your Request 


~Romes new 





1925 Catalog 


This new catalog is a guide to a fine line 
of sales building Rome utensils. Each is 
an item with quality throughout, made 
with the care and thoroughness charac- 
teristic of Rome manufacture for the past 
33 years. 





4 coupon at the bottom is inserted for your convenience 


ROME MANUFACTURING CO. 


ROME P NEW YORK 
Branches: 
New York, 342 Madison San Francisco, 610-614 
ve. Wells Fargo Bldg. 
Chicago, 1528 Lytton Bldg. 
Boston, 60 India St. Seattle, 302 Pioneer Bldg. 


COPPER & ALUMINUM UTENSILS 


Po couwes 
Use this coupon! 
Fill in and mail to Rome Manufacturing Co., Address 
Rome, N. Y. Our new catalog will follow ; ee Ce er 
promptly. 
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te Me Oe te oe ee re ee ee ne oe cee ts ek Cae er a 2 os a a a a a a 
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Sales in Boston Market Equal Last Year’s— 
Sentiment Decidedly Bullish 


(Boston office of HARDWARE AGE) 


OSTON jobbers say sales so far this month are about on a par 


with those for the corresponding time last year. 
there is a slight advantage this year. 


If anything 
It is presumed that 


where retail dealers report a falling off in trade, the vacation season 


has much to do with business conditions. 


In contrast there are a 


large number of retail houses who report business excellent, and 
quite a few among those catering to the summer trade, who are do- 


ing a much larger business than last year. 


In a general way, there- 


fore, the hardware market appears to be holding its own. 

Sentiment in jobbing circles is decidedly bullish. Jobbing houses 
already have booked a considerable tonnage of business for fall and 
winter delivery, and are firmly convinced that additional bookings 


will be made during September and October. 


This conviction ap- 


pears to be based largely on a belief, backed up by a thorough can- 
vass by sales representatives, that retail stocks of hardware are not 
large; that in most cases they are noticeably small so far as season- 


able fall merchandise is concerned. 


It is also the general opinion 


among jobbers that the financial standing of the average retail 
hardware dealer is much stronger than it was a year ago, conse- 
quently credits are more liquid. Again, it is the general impression 
that banks will seek broader fields for the investment of the tremen- 
dous sums held in strong boxes, and that in that event business in 


general is bound to be better. 


Another bullish factor is the belief 


that Federal taxes are to be substantially lower—that there will be 
more incentive to make money—that the Government’s aim is to 


help rather than retard business. 
AXES.—The market for axes 


pating requirements. Jobbers are of 
the opinion that September will see 
quite an improvement in business. 
We 
stocks: 
Axes.—Without handles, 
$24.50 per doz. net, double bit, 
flint edge with handle, single bit, 
$18.75. Chip Slinger, unhandled, sin- 
gle bit, $15.10. Flint Edge, with han- 


quote from Boston jobbers’ 
single bit, 
$19.50; 


dle, boys’ No. 2, $12.50, house, 24- 
Ib., $12.25. Jimdandy, with handle, 
No. 2, $17, house, 2%-lb., $10.75. 


BROOMS.—As a result of a scarcity 
of corn broom stock this year, prices 
on stable brooms have been advanced 
75e. the dozen. 


We quote from Boston jobbers’ 
stocks: 
Stable Brooms.— Mixed, No. 8, $9.38 
per doz. net. | 
CUTTING TOOLS.—The demand for. 
cutting tools, according to the mill. 


supply houses here, is better than it | 


has been in months. In fact, all kinds 
of tools used in the machine shop are 
in demand. 
We 
stocks: 
Drilis.—Carbon sizes up to 1%4-in., 
tapered, and straight shank, 50 and 
10 per cent discount; bit stock drills, 
60 per cent discount; center drills, 65 
per cent discount; drills and counter- 
sinks combined, 20 per cent discount; 


quote from RBoston jobbers’ 


ratchet drills, 36 per cent discount; 
wood boring brace bits, 50 per cent 
discount; high Speed drills, straight 
shank, 3-64 to 5-32 in., 65 and 5 per 
cent discount; 11-64 to 7-32 in 50 
and 10 per cent discount; 15-64 to &- 
in., 40 and 10 per cent; taper, sizes 


is a | 
shade more active inasmuch as some | 
of the retail trade have been antici- | 








up to 1%-in., inclusive, 40 and 10 per 
cent discount; 1 33-64 in. and larger, 
40 per cent; letter and number sizes, 
40 and 10 per cent; electricians’ drills, 
10 per cent discount. 


_ Reamers.—Bit stock, 20 per cent 
discount; bright square and T. S. 
standard makes, 65 per cent dis- 


count; checking, 25 per cent discount; 
tapered pins, 40 per cent discount; 
escutcheon pins, 45 per cent dis- 
count; small fluted rose and socket 
reamers, 20 per cent discount. 


HOCKEY STICKS.—Forward buying 
of hockey sticks is in order. Many of 
the trade already have covered their 
requirements on the belief that it will 
be difficult, later in the year, to secure 
all the numbers and styles required. 
A sizable percentage of the retail trade 
is still uncovered, however. 


We quote from Boston jobbers’ 
stoc ks: 

Hockey Sticks.—Povs’, white, $3.40 
a doz. net: boys’ special, $5.50; Ama- 
teur, $8.50; Championship, $11.50; 
special, $15. 

on —Standard makes, $2 a doz. 
I 

—~No. H, 95c. a doz. 


et 
Polo Sticks. 
net: No. G, $ No. C, $3.75. 


IRON AND STEEL.—Jobbers of iron 


and steel report a better demand for 


1.50: 


| stock, particularly for bars and small 
structural steel. 


Flats and channels 
are by no means laggards, however. 
The attitude of mills leads jobbers to 
believe prices are more likely to ad- 
vance than decline. 


We quote from 
stocks: 

Steel.—Soft steel bars, $3.251%4 per 
100-Ib. base; flats, $4.15: plain con- 
crete bars, $3.26%: deformed con- 
crete bars, $3.26%; tire steel, $4.50 to 


toston jobbers’ 











| 
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$4.75; open-hearth spring steel, $5 
and $10; crucible spring steel, $12; 
bands, $4.01% to $5; hoops, $5.50 to 
$6; half rounds, $4.90; ovals, $4.90; 
hexagons, $3. 2614: cold rolled steel, 
$3.95 to $4.45; toe calk steel, $6; 
structurals, angles and beams, 
$3. 3678; plates, $3.36% to $3.59. 

lron.—Refined, iron bars, $3.26%; 
best refined, $4.60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 

Differentials.—Quality, lots of less 
than 1000 lb. of a size, 50c. per 100 
ns lots of 1000 to 1999 Ib., 20c. 
extra. 


LAWN ACCESSORIES. — Following 
the recent receipt of new lists from 
the manufacturers, jobbers have estab- 
lished prices on rubber hose for next 
season, which are given below. 

We quote from Boston jobbers’ 


stocks: 

Lawn Mowers.—Colonial, 16-in., 
$8.25 each net; 18-in., . New- 
port, 16-in., $7. "1B: 18-in., $8. 13. Im- 
perial, 14-in., $14: 16-in., $15; 18-in., 
$16; 20-in., $17. Competitive makes, 
14-in., $5.50; 16-in., $5.75. 


Lawn Trimmers. -—— Popular makes 
$15 each list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighed, 18- 
in. diameter x 24 in. long, $13.34 each 
sine 24-in. diameter x 24 in. long, 

) 

= —Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50. 
Rain King, $2.34 each net. 

Lawn Rakes. — Wood, three-bow, 
$8.75 per doz. net; ste el, $9. Two- 
bow, wood, $6.90; steel, $7.15. Hand- 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 

Hose.—<-in. stock, Bull Dog, 1l4c. 
per ft.; Milo, 12c.; Good Luck, 10%c.; 
Dandy, 13c.; Boston Terrier, 12%c.; 
Tiger, lic.; Leader, 9c.; Vigilance, 
10%,¢c.; Vickson, 10c. For %-in. stock 
prices are %c. per ft. less, while for 
%-in. stock prices are lec. per ft. 


more, 
MASONS’ TOOLS.—Much masonry 


work will have to be done around many 
homes before the snow flies. Reliable 
weather prophets are predicting an 
early winter. Retail dealers are, in 
quite a number of cases, pushing sales 
of masons’ tools. 


We from Boston jobbers’ 
stocks: 

Masons’ Tools.—Bags, bg in., $24 
per doz. net; 20-in., $27; 22-in., $30; 
24-in., $33. Hawks, 13 x is x 3/32- in., 
$20 per doz.; darbies, 3% x 42 x 
3/32-in., $22; flats, 5 x 12-in., $12. 


NAILS.—In various small ways mills 
are tightening up on the wire nail mar- 
ket. To many of the jobbing trade 
their attitude is taken to mean that an 
advance in prices is within reason. 
With that thought, jobbers are pushing 
nail sales, and getting good results. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.70 per 
keg base; from mill, in car lots, $2.70 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh; in less than 
ear lots, $2.65 from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.60 per keg base f.o.b. 
Pittsburgh; in less than car lots, 
$3.75. Tremont cut nails, direct ship- 
ments, $3.95 per keg base, f.o.b. 
Wareham, Mass.; hardened § steel 


quote 
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PADLOCKS 
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An y The CONSUMER'S 
STANDARD PADLOCKS 


The smaller sizes—for the jewel cabinet, bond box or mail box. The larger sizes— 
for the massive warehouse door, shop door or garage. From 34-inch to 3% inches 
in size. 

Ten sizes in the line. 

The Yale Standard Padlock, originated by Yale nearly fifty years ago, has never 
been excelled or equalled. It is the world’s best known padlock. 


The American Hard- 
ware Trade serving the 
American Public should 
push the sale and use of 
Brass and Bronze Build- 
ers’ Hardware. 





Yale Standard Padlocks are superior because 


They are correctly designed. 

Patterns are perfectly made. 

Castings are made with greatest accuracy, of 
pure clean metal. 

Cases are made of cast bronze—accurately 
machined inside to provide perfect fit for the 
internal block. 

Internal parts are made of bronze or nickel— 
non-corrosive metals. 

Shackles are made of tough cast bronze and 
coined to add strength and toughness tothe metal. 


The Key mechanism is of the lever tumbler 
type with double bitted Key which engages two 
tumblers on each side moving the tumblers in 
opposite directions. Thig frovides a liberal 
number of key changes and a high degree of 
security. 

The Keys are made of Nickel! Bronze. 

Twenty-six inspections are made during process 
of inanufacture. 

Result—thoroughly made, perfect 
service-giving padlocks. 


working, 





No man wants a cheap padlock. To show a customer a Yale Standard Padlock 
makes it hard for him to take a cheap one. Many a profitable sale is made by display. 

And the Yale Padlock Selling Device furnishes the display. Ask your jobber’s 
salesman. 


The name Yale Helps Make The Sale. 
The Yale & Towne Manufacturing Co. 


Stamford, Conn., U.S. A. Canadian Branch at St. Catharines, Ont. 
YALE MADE iS YALE MARKED 










Padlocks, Night Latches, 


Dead Locks, 
Cabinet Locks. Trunk Locks, Door Ciosers, Bank Locks, Prison Locks 


Builders’ Locks and Trim, 
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direct shipments, $7.69 
Cement-coated nails, 
from store, boxed, $4.60 base. Fac- 
tory shipments, in count kegs, car 
lots, $2.50 base; in less than car lots, 
$2.30, f.o.b. Pittsburgh. 
POTATO DIGGERS.—Belated buying 
of potato diggers has been just heavy 
enough to bring jobbing stocks down 
to a minimum. 
We 
stocks: 
Potato Diggers.—-Five oval 
goose neck, $11.55 per doz. net; bent 
head, $11.70; six oval prong goose 
neck, $12.50; bent head, $12.65. 
PRESSES.—More forward buying of | 
presses is reported by the jobbing 
trade here. Some of the wholesale | 
houses says retail dealers have re- 


quested shipments Sept. 1. 


floo! nails, 
f.o.b. wareham. 


quote from Boston jobbers’ 


prong, 


jobbers’ 
i 


We quote from Boston 

stocks: 

Fruit Presses.—Brownie, 8-qt., $4 
each 


net. 
RADIO GOODS.—The demand for all | 
kinds and makes of radio goods con- | 
tinues heavy. Jobbers have already | 
run out of many things wanted by the 
retail trade and the size of back or- 
der books is growing rapidly. Even at 
this early date it is practically as- 
sured that 1925-26 will be the biggest 
radio goods season on_ record, both 
from the jobbing and retail stand- 
points. The Sterling Mfg. Co. has 
placed on the market a tube tester that 
is attracting much attention. It is 
known as No. R401, retails at $8.50 
each; sells to the retail dealer at $5.65 
and in lots of six at $5.50. 

ROASTERS.—Another fortnight will 
see the flow of summer vacationists 
and residents definitely set cityward. 
After the children are settled in school 
the housewife will give her undivided 
attention to putting the kitchen pantry 
in order for winter. Roasters will be 
needed in large numbers. 





We quote from Boston jobbers’ 
stocks: 

Roasters.— Savory, small family 
size, single or in lots of three doz., 
$8.40 per doz. net; medium family 
size, small lots, $15 per doz., large 
lots, $14.40: No. 11, one coat of blue 


enamel, small lots, $21.25, large lots, 
$20.75: No. 41, small lots, $27.50, large 
lots, $27. No. 43, three coats of grav 
enamel, small lots, $34.35, 
°° 

33.60. 


large lots 





| discounts. 
| lists around the middle of the month. 


| tion that prices will 





SASH CORD.—There is a steady ab- 
sorption of sash cord, thanks to the 
continued activity in the build‘ng trade. 
The building trades of Greater Bos- 
ton, after several months of unrest, 
have definitely decided not to strike. 
Their decision should bring out many 
building plans. 
We quote from Boston jobbers’ 
stocks: | 
Sash Cord.—Acme, No. 6, 52ce. 
lb.; No. 7, 57¢c.; Nos. 8S, 9, 10 and 
19¢. No. 7, in 1200 ft. 


coils, 
Sampson, No. 7, 75e.: Nos. 8 9 
10, Tide 


SANDPAPER.—With the demand for | 
paints holding up remarkably well, re- | 
ail dealers are enjoying a steady, sub- 
stantial call for sandpaper. 








il 
12, 
Oe. 


and 


We quote from Boston jobbers’ 
stocks: 

Sandpaper.—By the ream, 35 per 
cent discount; by the quire, 30 per 
cent discount. Emery cloth, = in 


reams, 5 per cent discount; in quires, 
list. 
SAW FRAMES.—The retail trade con- 
tinues to nibble at saw frames, blades 
and complete sets. 


‘dies ‘s 


| months. 


HARDWARE AGE 


jobbers’ 


03. $5.85 


No. 49, 


We from Boston 
stocks: 

Wood Saw Frames.—No. 
per doz., net; No. 50, $6.50; 
$7.48. 

Blades. — No. 6, $5.20 per 
doz. net; 32-in., $5.85. No. 11, 30-in., 
$6: 32-in., $6.65. No. 45, 32-in., $5.50. 

Complete Sets.—No. 150, $12.75 per 
doz. net; No. 150 Champion, $13.65; 
No. 40, $15.55; No. 45, $15.20; No. 
111, $16.35. 


SCREWS. 


quote 


30-in., 


Wood screws are 





slightly 


cheaper due to a revision in jobbing 


Manufacturers issued new 


We from Boston jobbers’ 
stocks: 

Wood Screws.—Flat head iron, 80 
and 20 per cent discount; round head 
iron, 77% and 20 per cent discount; 
oval head iron, 77% and 20 per cent 
discount; flat head brass, 77% and 
20 per cent discount; round head 
brass, 75 and 20 per cent discount; 
oval head brass, 75 and 20 per cent 
discount; flat head bronze metal, 72% 
and 20 per cent discount; round head 
bronze metal, 70 and 20 per cent dis- 
count; oval head bronze metal, 70 
and 20 per cent discount. 

Machine Screws, Etc. — Machine 
screws, flat and round, hex., Nos. 1, 

2» and 3, 45 per cent discount; No. 4 
and larger, 50 and 10 per cent dis- 
count; fillister iron, Nos. 2 and 3, 
1) per cent discount; No. 4 and 
larger, 45 per cent discount; flat and 
round head, brass, Nos. 2 and 3, 40 
per cent discount; No. 4 and larger, 
{> per cent discount; fillister brass, 
Nos. 2, 3, 4 and larger, 35 per cent 
discount; coach screws, 45 per cent 
discount; set screws, including head- 
less, 70 and 10 per cent discount; cap 
screws, square and hexagon, 70 and 
10 per cent discount; lag screws, 40 
per cent discount. 

SHEET ZINC.—Sheet zinc has appre- 

ciated 25c. per 100 lb. New prices are 

given herewith: 

We 
StOCKS: 

Sheet Zinc.—In 300-lb. casks, $12.25 
per 100 Ib. net; in 200-lb. casks, 
$12.50; in 100-lb. casks, $12.75. 

SHEETS.—Jobbers report a somewhat 
more active demand for sheets, pre- 
sumably because of rumors in circula- 
be marked up 
within the near future. 

We 
stocks: 

Sheets.—Blue annealed, No. 10 gage, 
$3.9114 per 100 lb.; No. 28 cold rolled, 
$5.20; No. 28, galvanized, $6.25. 

TACKS.—It is interesting to note that 
practically all of the tack factories in 
Massachusetts are running full, which 
would indicate that a great many tacks 
are being sold. The local market for 
tacks is normal, say jobbers. 

We from Boston jobbers’ 
stocks: 

Tacks. 
Ib. papers, 
"-0Z., 06c.; 
12-0z., 40c. 
$1.09: 3-oz., 


quote 


quote from Boston jobbers’ 


quote from Boston jobbers’ 


quote 


in S- 
net; 
44c.; 


upholsterers’, 
2-o0z., 6le. per doz. 
4-02., 48c.; 6-0z2., 
In %-lb. papers, 2-0z., 
92c.; 4-02., 84c.; 6-0z2., 
T6c.: 12-0z., 68c. American blued cut, 
in &-lb. papers, 1-o0z., &5c. per doz. 
net; 1%-0z., 74c.; 2-02z., 65¢c.; 2%-oz., 
o7ic.: 3-0Z., 56¢.; 4-02., 51¢c.; 6-oz., 47¢c.; 
N-0z., 44c. Carpet, in &-lb. papers, 
{-07%., 44¢.; 6-o2., 43¢c.: S-oz., 41ec.; 
li-oz., 40c¢.; 12-02., 40c.; 14-0z., 39c. 
Trunk nails, in 1-lb. papers, *4,-0z., 
isc. per Ib. net; 1-02., 18¢e.; 1%-02z., 
17e, 
TAPS AND DIES.—In common with 
other tools, the demand for taps and 
better than it has keen in 
Contrasted with last month, 
jobbing sales in some cases are 50 per 


—Blued 


cent larger or more. 


We quote from Boston jobbers’ 
stocks: 

Taps.—Winter Bros. line, hand 
taps, smaller than ‘4-in., 50 and 10 


per cent discount; \4 to “x-in., 40 per 
cent discount; yy to *% in., 33! per 
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cent discount; }} to 1 in., 25 per cent 
discount; 14, to 2 in., 15 per cent dis- 
count; 21, to 2% in., list plus 10 per 
cent. Machine screw taps, No. 13 
and smaller, 50 and 10 per cent dis- 
count; No. 14 and larger, 40 per cent. 
Stove bolt taps, # in., 50 and 10 per 
cent; ™%4 in. and larger, 40 per cent 
discount. Nut taps, 7 to 1 in., 30 
per cent discount; 1% to 2 in., 10 per 
cent; 24% to 2% in., list plus 10 per 
cent. Pipe taps (right hand), %& to 
1 in., 60 per cent discount; 14 to 2 
in., 65 per cent; 24 to 3 in., 45 per 
cent; 3144 to 4 in., 30 per cent. Pipe 
taps (left hand), % to 1 in., 33% per 
cent discount; 14% to 2 in., 25 per 
cent; 24 to 3 in., 15 per cent; 3% 
to 4 in. list. Round adjustable dies, 
all sizes, 20 per cent discount. Solid 
square bolt dies, 25 per cent. Solid 
square pipe dies, 35 per cent. 

Dies.—Card line, all sizes, 10 per 
cent discount. Taper, regular hand 
and spiral fluted, 1-16 to 15-64 in., 55 
per cent discount; 44 to % in., 40 per 
cent; y to % in., 35 per cent; }§ tol 
in., 30 per cent. Machine screw taps, 
No. 12 and smaller, 55 per cent dis- 
count, 


THERMOMETERS.—Forward buying 
of thermometers has started a little 
earlier than it usually does, report job- 
bers, indicating that retail stocks are 
small. 


We quote 
stocks: 

Thermometers.— Cheap tin case, 
spirit, 7-in., $1.20 per doz. net; 18-in., 
$1.38; mercury, 10-in., $2. Standard 
heavy tin case, 8-in., $13.50; 10-in., 
$15.25. Copper case, No. 5154E, 8-in., 
$6; 10-in., $8. Woodback, 6-in., $9; 
S-in., $10; 10-in., $11. Candy, No. 
5908, $16. Bath, No. 5592S, $14.50. 


TOOL CHESTS.—Awakening interest 
in tool chests is shown by some of the 
largest retail buyers. Orders placed 
now call for goods to be delivered in 
October or later. 
We from Boston jobbers’ 
stocks: 
Tool 
line, 


from Boston jobbers’ 


quote 


Chests. — Carpenters’, Union 
empty, general service, with 
tray No. 216, $5.80 each list; No. 219, 
$6.10; No. 222; $6.50: No. 132, $7.50; 
No. 532, $9.70; No. 732, $11.60. Dis- 
count 33% per cent. 

Tools.—Stanley assortments, No. 
888D, $10.75; No. 862, $21.05; No. 903, 
$12.75: No. 904, $8.60; No. 905, $4.35. 
Crescent Tool Co. assortment, No. 
TK31, $1.57 each, 


TRAPS.—Jobbers are all primed for 
fall trap business. They report their 
stocks as comfortable; not large, but 
well assorted. 


We quote 
stocks: 

Rat Traps.— Sure catch, 90c. per 
doz. net; Star, $2.64: Acme _ wire, 
$6.88: footset, $2; Buffalo Bill, 90c. 

Mouse Traps.—Sure catch, 22c. 
per doz. net; wood, four hole, 95c.; 
clipper, wire, $4.68; footset, 80c.; 
Buffalo Bill, $2.80 per gross net. 

Game.—Game, No. 0 single spring, 
with chain, $1.70 per doz. net; No. 1, 


from Boston jobbers’ 


$1.95; No. 1%, $38; No. 2, double 
spring, with chain, $4.70; No. 3, 
$6.50; No. 4, $7.80. 


VISES.—A somewhat freer movement 
of vises out of jobbers’ stocks is noted. 
Individual orders usually are for small 


amounts of stock, however. 


Reading matter continued on page 74 


We quote from Boston jobbers’ 
stocks: 

Vises.—Regular standard makes 
list less 25 per cent discount; com- 
bination bench and pipe, 16%. per 
cent discount. Chain pipe vises, 50 
per cent discount. 


WEATHER STRIP.—Weather _ strip 
continues to engage the attention of 
the retail trade. 
We 
stocks: 
Weather Strip.—In bundles, Bosley, 
felt, 65 per cent discount; Excelsior, 
felt edge, 65 per cent discount; Flexi- 
ble felt, 20 per cent discount. 


quote from Boston jobbers’ 
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Little Giant Little Giant Scythes 






Ly Hanb FORGED, 


Free frre Pore - 















Junior 





Any Pattern The All-Day-Edge Kind 
Any Weight : , 
S. B. or D. B. 
Men's, House, 
Hunter, Boys’ 













Lightning Grass Shears , lowatoco 
No. 1—Japanned No. 2—Polished ~“Scythook 
Not a 

i and 
enath. 

Not a 
Grass 
Hook. 
Half-way 
between 


a 
Scythook. 


Blade— 
18 in. long 






Little Giant 
Lo 


ng 
Handle 
Grass Hook 


Blade— 
121% in. long 







Handle— 
314 ft. long 





eit. nyo 
NIFE 


The Original Hiram Holt Lightning 
Hay Knife 
We also make 


The Little Giant and Blizzard 













—— 


Little 
Giant 
Corn 


Hook 





Blade— 
13 in. long. 


Toul = NORTH WAYNE 
TOOL COMPANY 





Blade— 


13 in. long. 
Worth the Plants at North Wayne and Oakland, Maine Teeth 
price. 
Sales Office Main Office that stay 
1409-1410 Ford Bldg. Plant Office teeth. 
Detroit, Mich. Oakland, Maine Cuts fast 
and easy. 


Little Giant, Kitchen Queen and Nokrum Bread Knives 












SennnaENR 288 co. 


L, MELA. 
[Ap Ar Anbond Al de fede Ne So SoBe SoBe Set 


Licensed under Earle, Tilden, Sellers, Barden Patents. Other Patents Pending 
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ARCADE 


FISH SPEARS 


Arcade Fish Spears are hand forged and tempered 
by skilled workmen. The shanks are malleable iron, 
and the tines are worked from the finest grade of 
crucible spring steel. The points and barbs are 
hand ground to a strong sharp poini. Attractively 
finished in black baked enamel, every spear is guar- 
anteed. 


ORDER FOR YOUR 1926 SEASON’S REQUIREMENTS 





The No. 5 as shown above has five prongs fitted with a socket. 
Length of tines, 6'4 inches. Width of prongs, 4% inches. Ex- 
treme length is 11 inches. Finished in black enamel. 


The No. 10 has three prongs fitted with socket. Length of 
tines 4 inches; width of prongs, 2 inches. Extreme length, 734 
inches. Both the No. 5 and 10 are packed one dozen in a paper 
box, one gross in a case. 


— 








No. 7 


A well balanced Spear with five 634 inch prongs. Machine cut 
threads and shanks. 3% inch steel ferrule. Width of prongs, 
5 inches. Extreme length, 21 inches. Finished in aluminum 
bronze. Packed one dozen in a wood case. 





Five prongs, socket. Length 
of tines, 4 inches. Width of 
prongs, 3 inches. Extreme 
length, 7% inches. Packed 
one dozen to a paper box, 
one gross in a case. Finished 
in black enamel. 















No. 20 
Ask for free catalog of hardware and toys. 


ARCADE MFG. CO., Freeport, Ill. 


ARCADE 


RAaAWARE 
on? TOYS 




















Russia 
(Continued from page 53) 


ores taneee 





OUR. SORROTTODTGLIARELCUAED CLL aea tee eitiiines ritital 


or simply gestures. On no occasion were we made 
to feel ill at ease or subject to espionage. We were 
told by many other than Soviets that, of course, we 
were being watched, and that our actions were being 
registered, but we could discover nothing of the 
kind. Of course, we were in no way disturbed if 
such had been the case, because we were doing noth- 
ing that we were trying to hide. 

Our whole impressions of Russia changed two or 
three times. We went in with an open mind and 
were terribly impressed with the great poverty ex- 
isting everywhere. We then became very much 
interested in the apparent sincerity of the effort to 
work out the experiment, then when getting out of 
the country into the brighter, more cheerful mental 
atmosphere we felt the reaction and the awful, 
depressing feeling which seems to us of Western 
minds to envelope the whole country. 

We feel at liberty in no way to criticize the pres- 
ent management, which seemed to us more like a 
dictatorship composed of perhaps half a dozen men 
than anything else, but towards Communism 
as a system of government one can reasonably be 
allowed to express criticism. 

I have read, as a matter of education, Kar] Marx’s 
theories, his principles and his life. I have also read 
books on Communism, which undertake to express 
its principles and its aims, and to me it seems that 
the whole thing is based upon a theory of existence 
only, which deprives one of any initiative or any 
possible incentive to get beyond the simple matter of 
existence or any hope of any reward for personal 
effort. 


Human Nature 


When one reads books on Communism, one finds 
apparently an utter disregard or appreciation of 
those things which constitute the elements of human 
nature, and to make the matter workable and of 
the slightest permanency, it can only be used with 
people without any trace of ambition or any desire 
to get beyond the position of the least progressive 
or least intelligent member of society. And to us 
of the Western mind, even though this theory should 
prove workable, the result would leave that people, 
whoever they might be, in such a position that any- 
thing which we call the joy of living would be utter- 
ly eliminated. 

Marx was a theorist, if one can judge from his 
works. Lenin was a disciple of Marx, and the 
whole communistic party (and this is the only one 
party in Russia) is built upon the theories of Marx 
as preached and practised by Lenin. 

But for us who live west of the Russian border 
to look on Communism as a possible method for the 
development of civilization is a reverse of the prin- 
ciples of life which, in my judgment, can never find 
lodgment in the minds of the great mass of our 
people which in Russia they call the proletariat. 
They would consider any such system as utterly and 
absolutely unpractical or even if practical as totally 
undesirable. 





In my next and third, article, I will give a re- 
port of the student who has just returned from 
Russia after living among the people for more 
than a year. He was poor. He boarded with 
Russian families. He saw the real Russian life. 
It will be interesting, after reading what Mr. 
Selfridge has to say in this interview, to see the 
point of view of this poor but adventurous 


student.—S. N. 
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Our Readers’ Forum 
(Continued ners page ial 








think “‘why should I be the only one to get 
a job, out of all these hundreds of thousands 
of others, consequently he was already dis- 
couraged long before starting out. 

And so it is with business, this continual 
cry disheartens a person, takes away all pep 
and courage and the consequence is, there is 
bad business in his particular store, because 
he does not try the same as if this cloud was 
not weakening his ambition, and if thou- 
sands upon thousands act in the same list- 
less way, certainly “dull business” will be 
the result. 

Now let us reverse this and keep on try- 
ing our best in making Special Sales, Extra 
Advertising or thinking up some new inter- 
esting business stunt, certainly the quarters 
and half dollars will come rolling in and 
the effect of dull business is completely over- 
come. , 

If everyone would spend, say 50 cents for 
something he perhaps may only need at 
some future time, see how many millions of 
dollars would change hands, it would mean 
the storekeeper busy, the jobber busy, the 
manufacturer busy all hands employed and 
dull business will be but a dream. 

Good times are ever with us, but the old 
saying is, ““What is worth while having is 
worth while going after,” applies here as 
well as everywhere else. 

And there is lots of fun doing this “Going 
after,” it keeps us from getting stiff in the 
joints, it keeps our thoughts occupied and in 
general there is activity instead of stagna- 
tion. 

In answer to “How can I best improve 
my store with the least expense,” I beg to 
suggest following: 

Cleanliness costs nothing, a duster and 
wiping cloth are good companions to have 
at hand. Stocks should be kept clean and 
well assorted and well laid out. The cus- 
tomer who comes in your store, willing to 
spend her money, is not concerned as much 
about the beauty of the fixtures, although 
they help immensely to adding to the sales, 
as she is about the looks of the merchandise. 

If you invite a friend to the house, vou 
certainly will try to have everything neat 
and clean, how much more so should you 
try to have everything spic and span for the 
customer to receive her in a clean store, with 
a floor well swept, merchandise in its place, 
windows clean and _ stocks invitingly dis- 
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How often do 


you send Profits 
to Competitors? 


Every time you tell a customer, 
“Sorry, but we don’t handle re- 
frigerators,’”? you are losing profits 
to some merchant down the 
street. 

Other hardware dealers are 
building wp a sound, growing busi- 
ness on the famous Challenge line. 
Why not you? 


Send for 
Catalog 


Write your jobber or us 
about an agency. See Chal- 
lenge line in Hardware Buyers 
Catalox and Directory. 





oo REFRIGERATOR CO. 


Established 1883 
"GRAND HAVEN, MICHIGAN 
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Two Sure-Fire 


WINNERS 


Crecoite 
House Axe 


A handy, rough-and- 
ready tool for house- 
holders and amateur 
tool users. Provides 
wonderful service at 
a moderate price, 
hence easy for every 
dealer to sell. 


No. 112 
Camp Axe 


AB) Ceocote Teele \ classy, serviceable tool 

Are Equipped with the for scouts, campers, mo- 

GRADY WEDGE torists, ete. Within the 

Easy to Keep Heads Always Tight reach of every boy's 

Just Tap to Tighten pocketbook, yet full of 

No Tools Required real quality. Sells like 
hot-cakes ! 


If vour jobber can’t supply you, write today 
for further information and Catalog “A.” 


MARION TOOL WORKS, Inc. 


Subsidiary of Chicago Railway Equipment Co. 


Marion, Indiana, U. S. A. 


Pronounced CRE-CO-ITE 


CRECOITE 
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played, all these things cost but little but 
do bring business. 

The abuse of the Guarantee of Merchan- 
dise could be greatly avoided in following 
suggestion. This perhaps may interest some 
manufacturer. 

The temptation to abuse the Guarantee 
can be easily overcome if the manufacturer 
would attach or inclose with each and every 
article a label or card, which the storekeeper 
has to fill in as to date of purchase, name of 
purchaser, etc. ‘This card or label MUST 
be presented if the article proves unsatis- 
factory. 

Naturally with the exchanged article no 
such label or card will be given, which auto- 
matically closes the abuse. 


Dealers Name 
Article 

Bought from 

Date 

Reason for exchange 
Customers signature 
Dealers signature 


The reason the customers signature is 
recommended is, so that the dealer has 100 
per cent reason for exchange, and may not 
be tempted to use old or shopworn goods for 
the exchange of new merchandise. 





How a Colorado Company Sells 
Paint to Women 


(Continued from page 41) 


would enlist the closer cooperation of the sales- 
men who,call upon them, they could increase their 
turnover and reduce the investment considerably. 
Paint salesmen know the business, nine times out 
of ten, better than the hardware man, and if they 
will honestly cooperate with the dealer by frankly 
advising him what to buy, and if he will take their 
advice, much can be accomplished, so Mr. Robin- 
son finds. 

For instance, the hardware man _ unfamiliar 
with buying paints might specify an entire list 
of 32 colors when putting in a stock. But Mr. 
Robinson has found, partly through the coopera- 
tion and instruction of salesmen who call on him, 
that a much smaller line of colors is usually all 
that is needed. He has found, too, that in the 
average color, the profits lie in a reasonable stock, 
well kept up. 

The store buys often rather than delaying for 
several months on its purchases. Each evening 
just before the store closes the salesman in the 
paint department takes a stock sheet and glances 
through his shelves to see what colors and sizes 
are missing from the front rows. He notes these, 
then moves the stock to the front to fill in the 
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gaps. Then as soon as there are enough colors 
and sizes sold to justify an order, it goes in. 

Mr. Robinson stresses the importance of keep- 
ing stock moved to the front of the shelves and 
thereby keeping the front row filled. “‘With gaps 
in the front row, such as are naturally left after 
a day or two’s selling, the stock looks ragged, in- 
complete. A customer comes in and asks for a 
certain color or size. If we happen not to have it, 
she glances down the shelves and notes the open 
spaces and concludes that we have no stock of 
paints, but only a few cans of stuff that no one 
wants. It certainly pays to put on a good front 
in the paint department as well as elsewhere.” 

Another important thing pointed out by Mr. 
Robinson is the fact that paints, to be made a 
really profitable line, should not be considered 
merely as a sort of side-line to the regular hard- 
ware stock, but on the other hand should be right- 
ly treated as one of the store’s major lines. Paints 
must be pushed if they are to make a real profit 
for the hardware man, and no item considered as 
a mere side line is ever pushed to the extent that 
paints need pushing. 

He believes that displays, an attractive depart- 
ment, newspaper advertising and the proper use 
of manufacturer’s helps, will successfully sell 
paints to women and actual home owners general- 
ly, and that the store owner himself should spend 
at least a part of his time calling upon contrac- 
tors, painters and architects while they are ac- 
tually on the job in order to build good will for 
the store and its line of paints. 





Worth Thinking About 


One of the greatest factors in making people 
like to trade with you and at your store, is ac- 
commodating treatment of them. I know a woman 
who passes by a handsome, large, efficiently man- 
aged provision store to buy groceries in a little 
shop where the family live back of the business 
room and where the children are a nuisance play- 
ing on the store floor under the feet of their 
mother who waits on trade. That woman patron- 
izes this little shop because she finds the shop- 
keeper accommodating, interested in her wants, 
willing to take pains, anxious to please her indi- 


vidual whims. 
* * * 


Ed. Dean hadn’t forgotten how it was when he 
was a boy, and when he became Mr. Blackmore’s 


retail salesman he was still able to view the hard- | 


ware store from a boy’s point of view. 

“Mr. Blackmore,” he said one day, ‘“‘would you 
mind if I fixed up an emery wheel here in this 
corner near the door and put a card over it, ‘TRY 
THIS EMERY WHEEL?” 

“‘What’s the idea?” asked the boss. 

“Once the boys know it is there they’ll all be 
using it to sharpen their knives, and we’ll make 
them friends of the store, and they’ll get used to 
coming here, and it will help the business some 
day if it doesn’t help much now. And the boys 
aren’t the only ones that would use the emery 
wheel, either.”’ 

And be it said to his credit, Mr. Blackmore had 
the vision to see that Ed’s idea had merit and to- 
gether they worked it out to good advantage. 
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A Sight Seller 





77 


A Sure Money Maker 


Every housewife wants this useful kitchen 
utensil. 


The height of the summer fruit season is 
the time to push this ready seller. Display 
it in your window and watch the women 
come in and ask about it. Show it on your 
counter, and see them buy it. 


Everedy Strainer Set 


Strainer Stand--Filter Bag-—Straincr Bag 
RETAILS COMPLETE AT $1.25 


Free Home Trial Offer 


Send the coupon TODAY for the Everedy Strainer Set and the 
Recipe Book, “100 ‘Time Tested Recipes,” for your wife. If 
the Strainer makes good, and you decide t® send us an order 


for a dozen or more, keep the trial strainer free. Otherwise 
I 


send it back at our expense. 


| 
4 
' FREE TRIAL COUPON , 
- EVEREDY CoO., 5 East St., Dept. A; Frederick, Maryland. § 
' Gentlemen:—-Send me FREE for trial in my _ home 8 
‘ Everedy Strainer Set complete, and Recipe Book; the § 
. Strainer to be returned at your expense if not satisfactory. ' 
. 5 
1 Price $10 per Dozen Sets ' 
. My es Bi aa oe eras ate es ete eke ire 7 
a 
: in twa oe bt a6 koeKie bib dae dE ae Re eee eae eed 5 
a 
, 5 
i 45 
: i Os cece sae ae eds aa ake he Rew eRe Re’ 7 
Tent trLtiTtirrtrrrtriritrtrtrttrttrttrttrtirtitrttrtrtrttrttirtiwitfttgéttifttigtlllol. 


| EVEREDY COMPANY 
| Frede-ick, Maryland 
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Cincinnati Sales Ahead of Last Year’s— 
Prices it irm on Most Lines 


‘\INCINNATI jobbers report their sales continue to show a com- 
fortable increase over the corresponding period in 1924. 
Responsibility for reduced sales is placed mainly upon the 

vacation season which has taken executives responsible for pur- 


chases away from their desks. 


Little interest is being aroused among the retail trade as far as 
fall merchandise is concerned. Dealers are inclined to hold off in 


anticipating their fall requirements untN September. 


It is unlike- 


ly, under the circumstances, that fall buying will reach any sizable 


proportions in the next two weeks. 


Staple goods are moving slowly and orders are confined princi- 


pally to small lots for immediate delivery. 


In most instances retail- 


ers are well stocked against any demand that may develop in the 


next thirty days. 


Prices are showing stability. Only a few changes have taken 
place and jobbers do not anticipate alteration of present quotations 


in the immediate future. 


In several cases manufacturers have in- 


creased their prices without any similar advance being registered 


by the jobbing trade. 


Retailers report that their sales during the first twenty days of 
August have been fairly good. The majority of the merchants 
have been successful in liquidating their summer stocks and are, 
therefore, in splendid condition for the opening of the fall selling 


season. 
AUTOMOBILE 


shipments. 
to promise quick deliveries for several 
months. No further advances have 
been recorded in. tires and tubes, but 
the effect of increased quotations on 
rubber has been felt in tire prices, 
which are higher than they have been 
for a considerable period. A_ sharp 
rise has been registered in the price of 


alcohol, which is now selling at 63c. | 


BOLTS AND NUTS.—tThe local mar- 
ket is slightly firmer, but is still un- 
_favorable to jobbers who have been 
carrying liberal stocks in anticipation 
_of better demand than has actually de- 
veloped. 
prices in numerous instances in order 
to liquidate their merchandise. | 


Sales have held up fairly well in the 
past two weeks. 


We quote from Cincinnati jobbers’ 
stocks: 

Luggage Carriers.—$1 each; 90c. in 
lots of 24. 

Seat Covers.—Ford 
set: 
$5.90; coach, $9.90. 

Jacks.—Ajax, No. 9, $1.05 each, %5e. 
each in lots of 10: No. 10, Sic. each. 
T5>c. in lots of 10; No. 50, $3 each, 
$2.70 in lots of 10: No. 60, $2.50 each, 
$2.25 in lots of 10. 

Alcohol.—63c. gal. in 50 gal. drums: 
charge of $6 for drum which money 
will be refunded upon return of the 
drum in good condition. 

Tires.—30 x 3 Beaver fabric, $6.25: 
30 x 3% Beaver cord, $10; 30 x 3% 
Badger cord, $13; 30 x 3% Commer- 
cial cord, $15.50. 

Tubes.—30 x 31% 
tubes, $1.90. 


AXES.—Shipments continue to be 
light, but this is attributed largely to 


coupe, 


S450 a 
Ford sedan, $8; Chevrolet coupe, 


. 


standard grey 


are about normal for this time of the 
vear. Dealers are well = stocked 
against any demand that may develop 
in the next thirty days. Prices remain 
firm and unchanged. 


We quote from Cincinnati jobers’ 


ACCESSORIES.—The | 
tire situation locally is causing some | 
concern among jobbers due to the dif- | 
ficulty experienced in securing prompt | 
Jobbers have been unable | 


-are still drifting in. 
ball 


| margin. 
responsible for the increase, the larger 


the midsummer lull in activities. Sales | number of big jobs is the main cause. 





_in builders’ hardware. 
| general 





Dreadnaught single bit base 
axe, $19.65: Dread- 
naught single bit base weight un- 
handled axe, $14.85; double bit base 
weight handle axe, $24.75; double bit 
base weight unhandled axe, $20. 


stocks: 
weight handle 


ber of orders for immediate shipment 
Interest in base- 
well sustained 
Re- 


locally has been 
throughout the summer season. 


_tailers report that they are in good 
shape as far as cleaning out their stock 


is concerned. 


Jobbers have been shading 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off; small, 50, 10 and 10 off: car- 
riage bolts, large, 50 off: small, 50 
and 10 off; stove bolts, 75 off: semi- 
finished nuts, *-in. and smaller, 75 
off: larger sizes, 65 off. 


BUILDERS’ HARDWARE. — Those 


concerns which specialize on contract 


_jobs state that their business this year 


is surpassing that of 1924 by a wide 
While the weather is partly 


Major building projects, such as schools, 
apartments, hotels and other sizable 
structures, have afforded a_ splendid 
opportunity to local companies dealing 
Firms doing a 


jobbing business state that 








| PIPE. 





| ments. 
the past two weeks. 








their activities have slowed down some- 
what in the past two weeks. The tor- 
rid weather has been an influential fac- 
tor in bringing about this decrease. An 
upward turn in operations is expected, 
however, in September. Prices are 
showing stability, with no changes re- 
ported. 
We quote from Cincinnati jobbers’ 


stocks: 

Hinges.—Heavy, 60, 10 and 10 off; 
light, 60, 10 and 10 off; extra heavy 
T, 60, 10, 10 and 5 off. 

Hasps.—Common hinges, 70 off; 
safety hasps, 3-in., 95c. single per 
doz.; 4%-in., $1.25; 6-in., $1.75. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3%, 
20c. per pair net; 4 x 4, 28c. In less 
than case lots, 3% x 3%, 22c.; 4 x 4, 


ole, 
EAVES TROUGH AND CONDUCTOR 
Satisfactory sales are re- 
ported by local jobbers. Building ac- 


tivities are proceeding on an extensive 


scale in @his territory and a good de- 
mand for eaves trough and conductor 
pipe has developed. Dealers are well 
stocked for their immediate require- 
Quotations have not varied in 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.50 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.: 3-in. corrugated conductor. el- 
bows, $2.16 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 
per doz. 


ELECTRIC FANS.—Advent of another 


hot spell in the last week has brought 
BASEBALL GOODS.—A limited num- | 


about a renewed demand for electric 
fans. The period of comparatively cool 
weather which prevailed for a month 
previous to the present warm weather 
enabled jobbers to get in sufficient stock 
to meet any needs which may arise 
during the remainder of this season. 


FILES.—Business has been limited to 
small orders for immediate shipment. 
Dealers are well taken care of on stock 
to meet the demand from the trade in 
the next thirty days. Prices remain 
steady and unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Black diamond files, 40, 10 
and 10 off list; Keystone files, 70, 10 
and 5 off list. 


GALVANIZED WARE. — Although 


manufacturers have advanced their 
prices, jobbers here have not seen fit to 
raise their quotations. Inquiry re- 
veals that local jobbers have no inten- 
tion of boosting their prices in the near 
future. Sales are slightly better than 
they have been for several months. Re- 
tailers are experiencing a fair call for 
merchandise. 


We quote 
stocks: 


from Cincinnati jobbers’ 


Galvanized Pails.—1l0-qt., $2.25 per 
doz.; 12-qt., $2.45 per doz.; 14-qt., 
2.75 per doz.; 16-qt., $3.35 per doz.; 
— tubs, No. 1, $6.40 per 
102. 


GLASS.—The bulk of the business be- 
ing placed is originating in the build- 


| Ing activities being carried on locally. 


Reading matter continued on page 80 
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Approved! 


by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 





KHAATTTT TTY 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 
J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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Make Your Pipe Work 
Pay Bigger Dividends 





With this handier, more compact, 
easier cutting Oster Bull Pup. 


The 3-way Bull Pup threads 
three different sizes of pipe with- 
out change of dies or guides. A 
perfectly balanced tool with a 
special lead that makes the tool 
start easily. 


Oster l-way Bull Pups also meet 
every threading requirement on 
the smaller sizes at a verv low 
price. 

The ratchet type Bull Pup is the 
only tool which combines the ad- 
vantages of solid construction 
and adjustability for over and 
under size with ratchet con- 
venience. 


Write today for attractive dis- 
counts and full information on the 
Bull Pup line for easier pipe- 
threading. 


OSTER 


The Oster Manufacturing Company 








Manufacturers of the most complete line 
of pipe threading equipment in the world. 


1976 E. 61st Place 
Cleveland, O. 
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In many cases sales are running ahead 
of those in the corresponding period of 
last year. Retailers are depending to 
a great extent upon jobbers to supply 


them quickly with their needs when- | 
They are, therefore, | 


ever necessary. 
placing only small orders. 
firm. 

We quote from Cincinnati jobbers’ 
stocks: Single strength A and B, first 
three brackets, 89 per cent discount; 
double strength A, 88 per cent dis- 
count; double strength B, 89 per cent 
discount. 


Prices are 


HAMMERS AND HATCHETS.—De- | 


mand is at a low point, but this is due 
to the in-between season lull. Small 


shipments are being made to retailers, | 


while prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.: hammers, No. 8&1, $10.50 doz.: 
Boy Scout, $11 doz. 


MOPS.—A steady flow of business is 
reported by jobbing houses. Sales, 
however, are principally confined to 
small lots for immediate delivery. 
Prices have remained firm. 

We from Cincinnati jobbers’ 
stocks: line with handles, 
No. 3, $14; No. 4, $10; No. 5, §190; 
No. 10, $14. 

NAILS.—No indication is given by 
jobbers of departing from their pres- 
ent low schedule of prices. No mate- 
rial improvement in demand has been 


quote 
’Cedar 


registered among the retail trade. The | 


quotation of $2.95 per keg on common 


wire nails does not seem to have 
brought out any increased buying by | 
consumers. 
We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $2.95 
per keg; cement coated nails, $2.40 
per keg. 


OIL STOVES, OVENS AND WATER 


HEATERS.—A good demand is 
ported by jobbers. Consistently satis- 


factory sales have been made to retail- | 


re- | 


ers in the past month. Retail stocks 
are fairly heavy, although reliance | 
upon quick shipments by jobbers is 


placed by many retailers. Prices have 


undergone no changes. 


These ave list prices. Dealers’ discounts 

are noted after each group 
Oil Cook Stoves 

NESCO— 

No “11 1 burner $9.50 

No. 212 2 burners 17.35 

No Bae © OUIEUIOED «cccccss . 22.00 

No. 214 4 burners 28.00 

No 215 5 burners tate 39.50 

No. 1102 high shelf only 20 

No. 11083 high shelf only. 6.50 
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No. 1104 high shelf only....... S.00 

No. 1105 high shelf omnly....... 9.75 
Nesco dealer’s discount, 30 and 5 

per cent. 

PERFECTION— 

ik oe ee . .cssschec de ou $17.50 

a Ce a aD ox<eetbecseoeence: ae 

i RR EPR ae ne 28.50 

Seth. Gk i EE. “ss ceadadustéaban 39.50 


l’erfection dealer’s discount, 30 and 

» per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (improved Model) 


. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

See 2 

— 

_ 
e- eo 

S 

—— 


No. 42 2 burners 7. 
Pee: Ge GB WT. oo 6.6 cweGsthevecas 22.50 
ee. GS GS Ge. vvusiaserstascas 28.50 
Puritan discounts same as DPerfec- 
Lien. 
Ovens 
NESCO— 
No. 5 | burner solid door.....$2.10 
No, » | burner glass door..... 2.20 
No, 010 1 burner solid door..... 4.15 
No. 10 1 burner glass door..... 1.40) | 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer’s discount, 30 and 5 per | 
cent. 
PERFECTION— 
No. 211 1 burner plain door... .$2.50 
No 211G 1 burner glass door.... 2.70 
No: 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
ee a ee 6.15 
20 


Dealer's discount, on 10 or more, : 
and 5 per cent; less than 10, 30 per 
cent, 
PURITAN— 
No. 42G 2 burners glass door...$5.25 


Dealer's discount, 10 or more, 30 


and » per cent; less than 10, 30 per 
cent. 

Water Heaters 
ee a ne $45.00 
Perfection No. 412 ..........0. 40.00 
Perfection No. 4281 ....cccccess 80.00 
Nesco discount, 30 and 5 per cent: 


Perfection discount, 30 and 5 per cent 
in lots of 10 or more; less than 10, 30 
per cent. 


--- -— 


Wicks, Etc. 


hiockweave wicks, 25c. each. 


l’erfection and Puritan, $4 per doz. 


and $48 per gross. 
Discounts same as on oil cook 
stoves, ovens and heaters. 


PAINT.—-Fairly good sales are _ re- 
ported by a number of local jobbing 
houses. Residential work has been bet- 
ter, according to local executives. 
Work has been somewhat hampered by 





the rainy weather that Cincinnati has 
experienced in the past month. Prices | 
are firm at the moment. 
We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.75 per gal; linseed oil, single 
barrels, $1.02 per gal.; turpentine in 
’-barrel lots, 99c. per gal.; white 
and red lead in 500-lb. kegs, 15%c. 
per Ib. less 10 per cent. 
SAWS.—Little interest is manifested | 
by the retail trade. Sales are confined | 
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to small lots for immediate shipment. 
Retailers are well stocked in anticipa- 
tion of future business. Prices are firm, 
with no changes reported. 

We quote from Cincinnati jobbers’ 


stocks: Disston DS line, 20-in., 
$24.40; 22-in., 26.20; 26-in., $29.50; 
Atkins Junior Mechanic, 20-in., $19. 


SCREWS.—A further reduction, ap- 
proximating 7% per cent, has been 
made in the price of screws. This is 
the second decrease in quotations in 
the last three months. Demand from 
the retail trade is light. 


ROPE.—Steadiness in prices is ex- 
hibited by rope. Sales are slow, due 
to the midsummer letdown in activities. 
No improvement in demand is ex- 
pected for the next two weeks. 


We quote from Cincinnati jobbers’ 


stocks: Best grade Manila _ rope, 
Ocean brand, 25%4c. per Ib.; Ply- 
mouth brand, 26%c. per 1)b.; sisal 
rope, 15c. per Ib. 

ROOFING MATERIAL.—Constantly 


increasing call for roofing material is 
reported by the jobbing trade. Fall 
activities are slowly getting under way. 
Construction work locally is sufficient- 
ly extensive that retailers are antici- 
pating good business during September 
and October. Prices are strong. 

We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.— Light standard, 
95c.; medium standard, $1.20; heavy 
standard, $1.45; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80; K red and green slate 
surface, $1.95. 


Roof Coating. — Coal tar, refined, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal.: coal tar, 
crude, in barrel lots, 25c. per gal.; 
in half barrel lots, 2&c. per gal. 

Roofing Cement.—In 1-lb. cans, 32 
to the case, 15c. per Ib. net; in 3-lb. 
cans, 12 to the case, 13c.: in 5-Ib. 
cans, 10c.; in 25-lb. cans, 9c. 


PRESERVING EQUiPMENT.—Good 
crops in this territory have brought 
out a ready demand for preserving 
equipment. Fruit is of desirable qual- 
ity, while corn and tomatoes are being 
canned extensively. Jcbbers state that 
their orders have been good. Prices 
are firm. 
We quote from Cincinnati jobbers’ 


prices: 

Bottle Capper. — Everedy § steel 
base padded, $10.80; wood base, $11; 
steel base plain, $19. 

Strainer Set. — KEveredy strainer 
stand, $4: strainer bag, $2: filter 


bag, $4. 








Mr. Morgan Makes a Slip 


|| HERE is an old familiar Italian proverb to the effect that: “The longest way ‘round is the short- 
est way home,” which Francis Quarles, in the seventeenth century, converted into: “The next way 


home’s the farthest way about.” 


We are reminded of both in the remarks of J. P. Morgan, at the recent testimonial dinner to George F. 
Baker when Mr. Morgan voiced it as his opinion that: “There are no safe short-cuts in piloting a busi- 


ness or a ship.” 


safe short-cuts both for most ships and for most businesses. _ 
There are, for instance, the Suez and Panama Canals for ships, as safe short-cuts as any doughty 


helmsman ever contemplated. And, for the pilot of the good ship called “Modern Merchandising,” there 
is that eminently safe-and-sane short-cut yclept Quick Turn-Over, which makes it possible for one unit 
of capital to easily do the work of three, six,- fifteen or more units; or, to phrase it a bit differently, 
to effect the profits which three, six, fifteen or more combined units of capital, working under ordinary 


conditions, would usually produce. ; 
Now is Mr. Morgan or any other modern man of business worthy of that name blind to such short- 


cuts? 


But we are inclined to take issue, in our feeble way, because there certainly are some 


He simply cannot be part of the business world of today and be unaware of them. 
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For Bathrooms Finished in White 


For customers whose bathrooms are finished in White 
and who want dependable Bathroom [Fixtures to 
match, you can unhesitatingly recommend The  RINGc¢e 
White Line. These attractive All White 


INGCO Bath Room Fixtures 


are constructed entirely from BRASS and finished in the 
Highest Quality White Enamel. 








The same designs may also be had in Extra Heavy Nickel 
Plate when desired. 

Neither will rust under any condition of service and you can 
guarantee them to give unfailing satisfaction. 





Your Jobber will supply you. Send for Catalog which shows 
over 300 designs. 








AMERICAN RING COMPANY 


Waterbury Connecticut 
Branch Offices: 
Boston—1!170 Summer St. New York—2 Hudson St. 
San Francisco—!1!16 New Montgomery St. 
Chicago—29 E. Madison St. 











Most Practical Wrench Made for Extra Heavy Work 


Coes Key Model Wrench practices economy Used successfully in the automotive trade, 
on every job—replaces many solid wrenches in repair and railway shops, engine rooms, 


and efficiently does the work of a kit of tools on bridge and structural work, in rolling 
at the cost of one. mills, mine repair shops and a wide range of 


kindred work. 


It cannot slip—handles heavy brass nuts, Sizes: 28”, 36” and 48”. A 72” size is sup- 
unions and valves without scoring or dam- plied on special order. You can sell Coes 
age. Soon returns its cost in savings of Key Model Wrenches with confidence that 
time and material. they will give long, satisfactory service. 


Your Jobber will supply you 


COES WRENCH COMPANY Selling Agents 
“In Business Since 1841” J.C. McCARTY & CO., 29 Murray St., N. Y. 
JOHN H. GRAHAM & CO., 113 Chambers St., N. Y. 
Worcester Mass. FENWICK FRERES, 8 Rue de Rocroy, Paris, France 
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sae gives zest to the day’s work 
{ci and prestige to its owner. Richly 
ss finished in olive-green or mahogany 
24 withbronze trim and durable, green 


ees battleship linoleum top, they are the 
= lastwordinbeauty and convenience. 

3 Measured on the basis of cost per year, con- 
venience, or prestige building appearance— 
the entire Allsteel line is a sound investment. . 
The Allsteel mark is your guarantee of per- 
manent satisfaction. 


Write for the new GF Allsteel Desk Catalog 


Seite: THE GENERAL FIREPROOFING CO. 
See Youngstown, Ohio 


®eeee"? 


. 

. 

eee tee ane® 
Pe eset e*”, 






















































peated Attach this coupon to your firm letterhead 
The General Fireproofing Co., Youngstown, Ohio (HA) 


Please send me without obligation a copy of The GF Allsteel 
Desk Catalog. 
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Dealers Everywhere + Canadian Plant: Toronto, Ontario sere 





If You Want a 
Real Man for 
a Real Job 
Take Three Dollars 


send it to us with copy for 
a HELP WANTED adver- 
tisement of 50 wordsand the 
CLASSIFIED SECTION 
will comb the hardware field 
like a drag net for the man 


you want. 


HARDWARE AGE is 
carefully read each week 
by hardware men who are 
progressive and do things. 


That is why it produces 


results. 


HARDWARE AGE 


239 W. 39th St., New York 
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American Brand 


The continued leadership in 
its field of Galvanoid Screen 
Wire Cloth—its pre-eminent 
favor with the consumer and 
dealer, is due to its superior 
quality which we steadily main- 
tain. While there are several 
similar grades on the market, 
there is only one Galvanoid, 
and none better. 


Galvanoid is woven of wire, 
especially drawn and_tem- 
pered. The American power 
looms weave it with perfect 
mesh and selvage. It is elec- 
tro-zincked after weaving and 
then given a finishing coat of 
transparent varnish. Look for 
the red lettered tag as your 
guide against substitutes. 


We also manufacture Amer- 
ican Painted, Galvanized, Cop- 
per and Bronze as well as spe- 
cial grades. Samples and com- 
plete information will be sent 
to you upon request. 





American Wire Fabrics Corporation 


subsidiary of 


Wickwire Spencer Steel Co. 


General Offices: 


41 East Forty-second Street, New York 
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Western Sales Office: 208 South LaSalle Street, Chicago 


Detroit 


Buffalo Cleveland 
Seattle 


Worcester 
Los Angeles 





San Francisco 











The home owner of today demands _per- 
manence in everything he puts into his 
house. He wants Weatherstrips that will 
last a lifetime. He wants a weatherstrip 
that he can easilv install himself and _ that 
will make his windows absolutely air tight, 
and dust proof. The hardware dealer who 
sells the right strip gets the business. Hlome 
owners quickly recognize the superior quality and 
many advantages of Economy All Metal Weather- 
strips, and that 1s why “Economy” dealers are 
domg big weatherstrip business at good profit. 


Packed in Handy Cartons 


“Economy” is packed in handy cartons containing 
complete equipment for one door or window, in- 
cluding instructions and nails—no measuring, cut- 
ting, waste or damage in stock. 


Sizes and Prices 


Retail Price Per Case 

Size Per Carton of 24 Cartons 
Windows ...... 36" 386" x 36” $1.90 $45.60 
Windows ...... 42”x42"x42” 2.20 52.80 
TN i dna ie ide 36" x84" ?.00 48.00 
OT ee eee 42”x84” 2.15 51.60 


Above prices are based on 9 cents per lineal foot, sub- 
ject to liberal trade discount, 


Ask your Jobber’s Salesman for further tnformation, or— 
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WN RNa “ PAR NOW S 















ECONOMY METAL WEATHERSTRIP CO. 
25231 Homer Street, Chicago, Illinois 
Send without obligation at your expense descriptive literature, 
sales plan, and trade discount. 
PF OE SP ee re Ere ee er 
i id co catia rk anal tetas ee ernie 6 .& Se ae C.6 oa Oe Ae a ee ie 0.0 


Office 


Trade-Mork Reg. U. S. Pat. 


‘The All Metal 


WEATHERSTRIP 
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GRIFFIN- 


the hinge that is unt- 
form in size, beauti- 
ful in appearance, 
lasting in finish, life- 
long in service—the 
product of one of the 
largest wrought steel 
hardware manufac- 
turers in the world. 


GRIFFIN MANUFACTURING CO. 


45 WarrenSt NewYork ERIE,PENNA. 74W.LakeSt.chicagom 














~Perfea” 


IVUUUTYUUUC HU ULARLY 


The Customer Who Leaves It 
To Your Judgment 


When it is left for you to decide—vou become not 
the “Judge’—but the Defendant! It is your trial, 
so to speak, and “Perfect” is a Character Witness. 


You will not only make a sale. Your decision will 
bear weight. When a customer says, “I'll leave it to 
you to send the best,” he is going to tell his neigh- 
bors all about the merits of his selection. Even if 
you did send “Perfect” Screen Cloth, he will claim 
the credit for his good judgment. Make the sale 
and let the credit go! 


Your Jobber Carries “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 
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REAL BEAUTY 
COMBINED WITH 
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Original designs, rare beauty and each article finished in lasting “SNO-WITE” 
vitreous, Porcelain Enamel by a special process originated by our company. 
When you offer such ware combined with a Ten Year Guarantee sales are quickly 
and easily made. We stand squarely back of every dealer who sells our products. 


Originators of Porcelain Enameled Bathroom Trimmings 


AMERICAN ENAMELED PRODUCTS CO. 





egg osoeneoas 
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Boston CHICAGO New York ; 
San Francisco Atlanta Toronto Detroit Catalog on Application 
SGGGSSGGG6666OR66566566 6655556666566 606 56665 8 
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BRIDGEPORT. CONN. 


Trade Mark 








THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
Nada UYSELUEBESESEETT ETA RENN SSS SS 
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Ratchet Brace No. 2100 


With the famous Yankee Ratchet. Works like a 
watch. Unbreakable, — Dust-proof, — Moisture-proof. 
New Chuck holds any bit (Round, Square or Taper 
Shank) accurately, and can’t loosen. Made and 
finished like a precision tool. Never a brace like it. 


COUNTER DEMONSTRATOR 93 


This is furnished (free of charge) with every three 
braces, if specified on the order. Helps the user sell 
himself. Petter phone or write your jobber at once. 


NORTH BROS. MFG. CO. 
PHILADELPHIA, PA. 





New “YANKEE” Double Packing 





They buy it 


A 7 my? Reltar Puachanucs They see 't 
The NEW }. CS Off They try it 
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Every Ford Owner A Prospect fex¥ Wood Screws 
For These Socket Wrenches NEF ong 


233 | Set Screws 
a | Stove Bolts 
= Sink Bolts 
Hanger Bolts 

Nuts 
Rivets 
Burrs 


This. display 


ss 


o— 
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board enables the 
motorist to select 
eastiy the 
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wrenches needed 
for his Ford car. 


Specialties 
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The investment 
is small—the 
“turnover” rapid. 
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Every individual unit must meet Reed & Prince standards of 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be. 
selected with the utmost confidence when backed by this trade- 
mark. 





Wacpven-WorRCESTER 


incorporated 


475 SHREWSBURY STREET 
Worcester, Mass., U.S.A. 


id 
REED & PRINCE MFG.CO. 


WORCESTER, MASS,U.S.A. 
WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 







































Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., "ps 


Selling Agents 


Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
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Copper ana Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CO. 
ROME N. Y. 

















Standard Hardware or Genuine Armstrong 


Cellar Window Cloth Gencitn oud Tine 


Is smoothly and evenly woven of good 
quality wire and heavily coated with Are always in working order. They rep- 
pure zinc after weaving. You can sell resent the utmost simplicity and efh- 


ciency in operation. 
SUPERIO 


Galvanized Hardware Cloth 
with perfect confidence that All genuine Armstrong stocks and dies 











it will satisfy customers in bear this trade-mark: 


every way. 


Put up in even 100 ft. rolls 
in widths 24” to 48” inclusive. 





“ap Warr” 


“Woven Cloth Is Our Pride 
Service Makes You Satisfied.” 





Be Sure You Get the Genuine 


al 





G. F. Wright Steel & Wire Co. The Armstrong Manufacturing Co. 
Worcester, Mass. 1 , Bridgeport, Conn. — 

















A GUIDE TO BETTER BUSINESS 


Heller’s Reference Book on Hardware Store Fixtures will 
be mailed free upon request to any Hardware Dealer. 
Every one of the scores of beautiful pictures and every line 





of the reading matter is designed to increase sales in Coupon 

= sonar aga * W. C. Heller & Co. 
Many of the interesting problems solved in modernizing F 
over 2000 Hardware Stores are made clear. Always the Montpelier, Ohio 


Dealer writes, ‘‘You have increased my sales.’ Pleas _— i ob : 
The display difficulty that has baffled you has probably al- 2 Ee Se 
ready been solved in one of these many Hellerized stores. and without obligation on my 
It need bother you no longer. Ask for your copy of part the reference book on 
Reference Book No. 27-A. Ilardware Store Fixtures ad- 


W. C. HELLER & CO. ak i Saas ae 


Magazine. 
Main Office and Factory: 
700 Wabash Ave., Montpelier, Ohio 


Eastern Display Room: DANn cicinensccsccuivnds 

















20 Vesey St., New York City 
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The New Miller Heavy-Duty Socket Set 


Supplied, as shown, with 7 sockets, 2 extension bars and slid- 
ing T handle. One extension bar is for work in hard-to-reach 
places. 


Sockets are hardened carbon steel guaranteed against any 
defects. To afford super-strength both sockets and extension 
bars are made over-size in diameter. 

Each set furnished in an attractive leatherette roll. 


= 


be 


MILLER TOOL & MFG. CO. 


\Vrite for Discounts on Set No. 1 


DETROIT 


Eastern Representatives: 
Western Representatives: 


MICH. 
New York, N. Y. 
Cal. 


James A. Gaffney Co., 35 Warren St., 
Alden Glaze & Co., 143 Second St., San Francisco, 











TREMONT 


Proved Best by 
Actual Test 


Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 
by actual laboratory test contains an 
exceedingly small percentage of im- 
purities. This metal is rust resisting 
to a remarkable degree and will not 
bend, crack or twist while being 
driven. 














Tremont Nails are scientifically de- 
signed to shear their way into the 
wood in a manner that insures a 





strong, permanent grip. They are re- 
markable for their strength of head, 
an important feature in the con- 
sideration of the quality of cut nails. 










All these mechanical superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themse!ves assures the customer 







that is so necessary to 


of your store. 


satisfaction 
the welfare 
















Sell the Brand 





Trenont 


Tremont Nail Company 
205 Lincoln St., Boston 















iF tien comfortable rn 


rubber soles—more dur- 
able than leather. 








TRADE MARK REG 


Half Soles—Heels—Strips 
Outwears Best Leather 
2 to 1 


Every customer a good sales- 
prospect for one or more 
pairs! 

(See page advt. next week) 


PANCO CO. Chelsea, Mass. 




































ULE eT 


Here’s a Handy Tool 
with handy profits for you 


reteeryenyEny , 
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Dealers — jobbers —- here’s a small, 
rugged tool that will open new 
sales and handsome profits for you. 
It not only makes accurate loops or 
eyes for No. 4, 6, 8 and 10 screws 
but also makes either sharp or easy 
radius right angle bends. It will 
cut the toughest kind of wire with 
great ease. 


The 
“Windham” 


Wire Former 


WANE 


Made of a high quality drop forged 
steel and carefully tempered in oil. 


Radio fans, electricians, etc., will be 
interested in this simply constructed 
tool. Let us give you more com- 
plete and valuable data on our 
proposition. There's — still some 
desirable territory available for 
wide-awake and jobbers. 
Write us. 


dealers 





Retail Price $1.25 


THE GOYER COMPANY 


Willimantic, Conn. 


Williiiihil 
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STORE LADDERS 


Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with 
convenient full length handholds on both sides of 
ladder permit mounting or descending with ease. 
Both hands free to remove or replace stock without 
danger of falling. Cushioned Tired Trolley and 

ruck eels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B, Utilize 
small space. Make top shelves safely - 
available for stock purposes. 
style—neat of design—nicely 
finished—any height ceil- 


ing. Thousands in 7 vERS 
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(Reg. U. S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 


DRIVE SCREWS 
STOVE BOLTS 


Quality i Service 
Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 
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Olive-Knuckle 


The Knuckle of the Hinge is a copy 
of the popular French “Olive-Knuckle™ 
Hinge which sold at about $3.50 per 
pair in iron. We offer this Hinge in 
iron (malleable) at a _ price which 
makes its use possible in competition 
with ordinary butts. Supplied in Mal- 
leable Iron, Brass or Bronze Metal. 









Friction Stay 


When applied to | 
Doors, Hinged Win- 
dows swingin’ in. or 
Transoms, holds them 
open in any desired 
position, or when 
closed absolutely pre- 
vents rattling. 

Designed on the 
principle of a multiple THE RIXSON 
disc clutch, with six | FRICTION STAY 


friction surfaces one 
| 





inch in diameter; fric- 
tion adjustable. 
Circular upon reqnest 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101.PARK AVE., N. Y. 
































DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 








4” Diam. with Eye 7%” Inside 
Ye" ae 66 6 7 ” ee 
YY,” ee 6 6 | 3," 6 

ig ee 66 66 | Ve e6 


Quick Shipment 


Oliver Iron and Steel Corp. 


1001 Muriel St. 
PITTSBURGH, PA. 


ESTABLISHED 1863 








Taps—Dies 
Screw Plates 


and 


Small Tools 





“The Line 
That Keeps Moving” 





The “Threadwell Line” of tools will take care of 
every possible demand. The quality is of the high- 
est, the line itself is complete enough to answer every 
need, and finally, the price is reasonable. Your cus- 
tomers will appreciate all of these points—to your 
profit. 

Our 88 page Catalog is worth having. Send for your 


copy. 


The THREADWELL TOOL CO. 
Greenfield, Mass. 
OFFICES: 


New York City Philadelphia Chicago Cleveland San Francisco 


396 Broadway 809 Harrison 300 Wrigley 135 St. Clair 604 Mission St. 
Bidg. Bidg. Ave., N.E. 
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SPRING HINGES 
THE “RELAX” 


SPRING-ACTION 
RELEASE 








TRADE 











BALL-BEARING 








NOISELESS 


These important features of the “RELAX” account 
for its popularity for use on HOSPITALS, SCHOOLS, 
HW CHURCHES and RESIDENCES. 

The SPRING ACTION RELEASE permits the door 
to be placed open at any desired position without the use 
of a door holder. A NOISELESS HINGE is always 


desirable. 


Type 6001 
RELAX Spring Pivot 
Hinge 


Send for Catalogue H 39 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
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Better 
Machine Screws 
for the 
Hardware Trade | 


HARVEY HUBBELL 


MACHINE SCREWS 
CONN, U.S.A 
NEW YORK, NY. CLEVELAND, OM10 
a0 £AST Perr sT OCrOr'eLO Ovi Dine 




















3 Money Makers 


With the Brookins Oil Measure, the 
oil is always under positive control. 
There is no muss, no trouble, no delay. 
The flexible metal ‘hose reaches any oil 
intake without a funnel. A _ specially 
designed lip prevents spilling. The flow 
is started and stopped at will by the 
handy thumb-valve_ control. Not a 
minute’s time and not a drop of oil is 
wasted—jobbers carry one, two, four 
and five quart sizes. 

The new Brookins Portable Drain 
Tank is needed by every garage and 
filling station in the country. It is a 
time-economizer, a money-maker and a 
money-saver. No more need for pits or 
racks to drain crankcase. 

The Brookins Portable Drain Tank 
helps the retail oil dealer sell more oil. 

It makes easy work 
of draining any crank- 
case. It can be car- 
ried with one hand 
even when full of 
liquid. The drained 
oil is always under 
cover and out of the 
way. Several cars can 
be drained before it 
is necessary to empty 
tank. It holds about 5 gallons. 

Jobbers carry our products. Write us 
for descriptive matter. 

The Brookins Gasoline Can is made 
in two and five gallon sizes. Equipped 
with flexible metal hose that puts gaso- 
line in any gas tank without a funnel. 
Carries any distance without spilling or 
splashing. Saves time and trouble in 
carrying gasoline to gasoline engines, 
tractors and cars that cannot be brought 
to the pump. 


THE BROOKINS MFG. CO. 
342 Xenia Ave. Dayton, Ohio 
a 





Brookins 


Oil Measure 








Brookins 
Portable 
Drain Tank 








Brookins 


Gasoline Can SERVICE STATION EQUIPMENT 














New and Improved Ladd 


Beaters 


Consumer Advertising 


See half page in issues 
of Good House- 
keeping Mag a- 
zine, October and 
November. 


The New ‘and Im- 
proved Ladds are 
worthy of a strong, 
direct appeal to users 
and are going to make 
it. 


This National Ad- 
vertising will 
greatly Inerease 
Your Sales. 


The New and Im- 
proved Ladd 
Beaters are _pro- 
nounced by everybody 
as superior to anything 
ever seen. They elim- 
inate every fault dis- 
covered in 14 years of 
making. Note carefully 
the New Features 
in picture. 


It will pay you to 
keep Fall Stocks 
of <All 4 Sizes. 
Get Them Now 
and Carry  Al- 
ways. 


JOBBERS the world 
over and US. 







RIVETED PARTS 


ANCHORED 


GEARS 
ANCHORED 








DIRECT CENTRE DRiv 
8 BEATING BLADES 





Nos 0-1-2 


United Royalties Corporation 
1133 Broadway, New York 
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The New | 









































Demand sy ae = 
UNION |, | B w [1 
IN Gee - oston Rubber Chair [ip 
Rubbish (2 ; 
aloe ‘iiniiiaiia , 
Burners Soe. Trade Mark The Tip and Its Parts 
€r : rs , i Brass Washer Brass Nail 
For the qual- "Yo = ee 
ity lasts. Note | \* ast Vy ie P| iy 
the patented  \Wirneet A ae qh 7 
cover which ero BE Hifi f de. hh | 
° ° pa? te ua) Wi iii 
will remain RB pais wo i Bah Mh 
open or which ATH Hb Pa ie i wu ee 
can be re- 4 BOimin: ein i \ and Nail Moulded in 
moved by one & aa TT SS IN — 
motion of the | rics. t: '® 3 zi 
hand. Electric ST TTT TT ET A: ok 
welded con- , 1 (ae Socket 
struction Bel 3 a: i 
throughout. | HAL i ARE 
Made in two | Lint mM: H 
sizes, and ‘fin- | I> b. 
. . ti & i | ge 
ished in green | Hit pa .- ——— -" 
enamel or gal- Rt Sistis == ie tun 
vanized wire. 7 > > Sota 
" a Patented 
0 lian . oe a = Sena for Titehees 
rice list. u MES EE ; Manufacturers of Rubber S ecialties 
P a. ; . : roe P 
UNION Rubbish Burner THE EL ASTIC TIP CO 
* 
UNION STEEL PRODUCTS CO. 370 ATLANTIC AVENUE BOSTON, MASS. 
Albion Dept. 70 Michigan 
we SUT TTTVETTTTTR ATELIER TTP HUTTE EEL SUYVAPUUELETUAROOUAD ESET 














Trade 


Mark 





Boat Oars 


Crown Brand on a boat 
oar means _ perfection 
and quality. It means 
sales for you and satis- 
faction for your cus- 
tomers. 


Write now for infor- 
mation and prices. 


Manufactured by 


DE GRAUW, AYMAR & CO. 


34-35 SOUTH STREET 


Established 1827 
NEW YORK 


FACTORY: PLAQUEMINE, LA. 
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aeKates 


You don’t need to talk 
your head off to sell _ 
‘Winslow’s’ 
Everybody knows them 


Winslow’s are the best 


ICE SKATES for ROLLER SKATES 
hockey, figure skat- for rink use, general 
ing, general purposes. use and for play. 
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Selling Winslows is merely a matter of 
having them. 


TT) P " TITTLE TTT TTT TET reoee 
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The Samuel Winslow Skate Mfg. Co. 


New York Sales Office and 
Warehouse, 34 Warren St. 


EUVEDPRTNGUERTOT TAU 


Worcester, Mass. 
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Southern Representative: 
Henry Keidel & Co., Ine, 
405 W. Redwood St. 
Baltimore, Md. 


Pacific Coast Sales Agent: 
Phil. B. Bekeart Co. 
717 Market St. 

San Francisco, Calif. 


STULL 
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Are You a 
Good Plumber ? 


This is largely a matter of tools and 
the No. 22 Fire Pot will help you. It 
has all good points to be found in 
other Coil Fire Pots and in addition 
sur latest improved patented features 
that recommend it for efficient service. 
No. 22 saves time and fuel and will 
outlast two ordinary Coil Fire Pots. 
Jobbers supply at factory prices. Get 
a catalog. 


CLAYTON & LAMBERT 
MFG. CO. 


6275 Beaubien St. 
No. 22 Fire P DETROIT, MICH., U. S. A. 


Ask for latest 











.. ALLEN Safety Set Screws 


> ; 30% Extra Strength over broached hollow screws 
ga - —the only other kind made. By a tented 
> “4 < process we increase the density of the steel 
around the socket-holes, so that even the smaller 
TH sizes will stand all the strain the best made 
LLE wrench can apply. The Allen process makes 
Goup, perfectly-formed socket-holes—no chips ” 
the bottom. The entire length of the ALL 
utilized either for solid metal at the point, or depth of ot tang 
for the wrench. All sizes in stock from % in. to 1% in; 
any length, point or thread. Also Socket-Head Cap 
crews, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO.#irtFoRD CONN: 








Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our p. ducts. 

We stand back of every tool we make. Try us. 
and Prices. 


C. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Write for Catalog 
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Ice Tools and other 


equipment for every ice 


® handling purpose. A large 
s stock always on hand to 
f promptly meet your re- 
quirements. 
Write for complete price 
list and discount sheet. 
i GIFFORD-WOOD CO. 
Main Office & hi 7 Hill St., 


Huds 
New York, Boston, Chicago, Pittsburgh 


HN | | 
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PaineT oggleBolts 


The only — sone toggle 
on the mar 
The wings open in- 
stantly in any position 
in hollow material. 
Any style head 
Any length bolt 
Standard bolts threaded 
to hea 
Requires no guiding— 
just insert—The spring 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 


Cor. Sacramento Blvd. & Carroll, Chicago, Ill. 
33 Warren St., New York, N. Y. 




















BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








Denver. Birminghem, Dallas 
Waukegan, Baker Perfect, ane Junior, Lyman. 
CONCRETE REINFORCEMENT. 
BALE TIES 


( at il 

American Steel & Wire 

aa ioe 
ALL KINDS 

OTT TT 

TOWER MFG. CO. 


Chicage, New York, Bostes 
BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
BANNER (former! Arrow) STEEL POSTS. 
Quick Delivery. Write us for selling plans. 
MADISON, INDIANA CINCINNATI, OHIO 
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TRADE-MARK 


FREE 
COUNTER CARD 


Helps you sell more Dun- 
laps—FREE with a dozen 
Dunlap Cream Whips. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


YN) 5 OO) 58D) 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 
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Cream Whip 


With non-slip bowl 
included FREE! 


Whips cream in 30 seconds! Whips cream from 
top of milk! Whips condensed milk! Beats 
eggs and mixes mayonnaise! No 
spatter, No waste. Cleaned in a 
jiffy. 





Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 






































FREE Trial Offer: 
Dealers write us for details. 


COLUMBIA METAL PRODUCTS CO 


361 E. Ohio St., Chicago, U. S. A. 





Its Success TURES RCTURC 
Is the Proof Ne. 48 
1 Quart 





The Turner No. 45 is a Master Blotorch. 
It has a patented Automatic Safety Valve 
that prevents bursting pressure. Burns 
present-day kerosene or gasoline perfectly 
because of the patented Burner Baffle and 
heater plug. No orifice trouble, because of 
the patented Twin Needle Control. No 
leaks because of the patented seamless, 
solderless, polished Brass Tank with but 
ane opening and that above fuel line. 
Pistol Grip Handle fits any hand perfectly. 
FEARLESSLY GUARANTEED. 


Order from your jobber. on 


Pesca & mapet cian, 
Write us for new catalog. 
} i 
pa Wes i big 
ie fete 









The World’s Largest Exrclusive Manufac- ' Sis 
turers of Blotorches, Fire Pots and Brazers. an 












































Rock Island Radiovise 
While a big seller for radio —_ ennene Se — 
use. 
pomuipright fed ‘Auieb. Liberal profit. Write for discounts 
; a 
Known as both Adjustable “S” Wrench and Nut Swivel Base | Jaws 34 
Wrench. Good seller for general use. Also rec- Anvil Type Open 4” 
ommended for places where a Monkey Wrench is Welte tae Weight 
not practical. Keystone Quality throughout. Prices 19 Ibs. 
Malleable handle. Forged-Steel Jaw. 6 sizes: 
4 to 14 in. 
Write for Discounts. 
' The Keystone Manufacturing Co. 
Buffalo, N. Y. 
een Ca Erneta, Some SH, | ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 
HACK SAW BLADES MACHINES 





* 
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Satisfied : “REDUCE YOUR COSTS” 


Customers | : Samples furnished for testing. 
Write for catalog and prices. 


Sold by Jobbers. 


eRussell Jennings Mfs.Co, DIAMOND SAW & STAMPING WORKS 
Chester, Conn. li BUFFALO, N. Y. 
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Iron Fence, Gates 
wn Vases 
Settees 

General Iron 
and Wire Work 

I pe CHAIN-LINK 

<8ts. WIRE FENCE 






































Ask for Oatalog 
THE STEWART IRON WORKS CO., tne, 288 Browert Shock, Chasiane,O. 





~ WILLIAMS — 
RENCHES 


WwW 


J. H. WiLLIAMS & CO. 
*“*The Wrench People’’ STANDARD FOR 
New York BUFFALO Chicago (ALF A CENTURY 





























NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 
The New Britain Machine Company 


New Britain Connecticut 








Robertson “Horse Shoe Magnet’ Hammers 


Permanent magnet which holds ee 
the tack in position for driv- 7 101i Si oe 
Ing. Awarded the Silver Medal ——— 
(the highest offered) at the Panama-Pacific Exposition. 
Good profit. Write for price Kast. 

Name and design trade marke registered U. S. Pat. Off. 
ARTHUR R. ROBERTSON 


94 Portland St., Boston, Mass. 























STRATTO Plain oF ‘enameled in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Znameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 





“I Make the best Hammer’’ 


D. Maydole, 1843 


The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 














CORRECT 


oasic™ ronceo 

2 =——=EED —<. 
“The Tools in the Plaid Bor” 

AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


MACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


: screW “T_LE; NOX” orivers : 





The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 


‘‘Superior’” Screw Driver Bits 
Five Sizes, 4 to % inch 











Makers of Every 
SeRNNNNNNNNNRIN Kind of Screw 
Nut and_ Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 


THE FOWLER & UNION 
HORSE NAIL CO. 
HORSE SHOE NAILS 
OF HIGHEST GRADE 


Pleat of 
1000 MILITARY RD., BUFFALO, N. Y. 




















SUNBEAM 


CABINET/ \ HEATER 


This modern heating piam requires uo Dasewent, yet it heats the entire 
bouse. it takes up little space and is as attractive as s fine piece of 
furniture Write today fa our dealer propositian 

THE FOX FURNACE COMPANY 
Lergest Makers of Heating Equipment 
ELYRIA, OHIO 








the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer! 


DAZEY CHURN & 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 

















58 YEARS AGO 


Priest's Clippers were 
introduced. Today 


PRIEST’S CLIPPERS 


neei no introduction. 
They sell on their cutting 
quality. 
American Shearer Mfg. Company 
Nashua, N. H. 


The many outstanding improvements in the design and con- 
struction of McKay Red Bead Bumpers give McKay Dealers 
valuable selling advantages. Write for our complete proposition 


UNITED STATES CHAIN & FORGING COMPANY 
Pittsburgh, Pa. 


























BRow> N VS SH. ARPE TOOLS 


“) Years There Kia s Been No 


Substitu tor Brown & Sh. impe Qua Lit 
TE a Lee OL) ee LL) ra) 
| BROWN G& SHARPE MEG. 


P DENCE. R. 1 
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FOR STNER BI rs One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 

_ The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 


boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


Co. -“-- TORRINGTON, CONN., U.S.A. 












THE PROGRESSIVE MFG. 








































































































Send for Sample SCOOT-A-WAY 
Durable aS 
; QUICK SALES—REPEAT PROFITS 
Steel “s Send no, money, but order 
sample ; -A-W: o be 
| ROLLING STEP LADDERS Rubber | Price for sample 19°83.40 ad 
C Md it et 
Our Tires \ credit if il as on Pre Ie 
Prompt that it is an unusually quick 
Prices Shi ats ae yy, \selling, profit producer. 
ipme . 
are 25% (al . — 
) tes — 
‘any. other We make pt sane pees 
, erry re¢ with vory 
Rolling them to fit : ¥ stripes. Indestructible, penne 
YOUR 3 , made of heavy sheet steel. Steel 
Ladders Shelving. M4 i. disk wheels with cold rolled steel 
on the Oo — — welded. Heavy 
Market. y rubpper res, 
Cc let Big production on thi vial 
eects Catalog on ve enables us to. produce "a, wonder 
a: v 0 ost, th suri 
Guaranteed. Request. sy} good profit for you. Sells on. aight 
d with ders. 
succ co Send “us sample order for your job- 
ESS FI JRNITt (RE RP er—we guarantee satisfaction, 
Se. Leule a a eS 2a METALCRAFT CORPORATION 
ct SS 4127-33 Forest Park Blvd., ST. LOUIS, MO. 
STRELA EME IORI ENTERS ILL AOE AL IS ES EEE LTDA SES A AE HE - 
Packed 1 or 2 doz. 10c pkts. to a Carton : Meee eee ee 
™ * 
The Original aoe Advertised for _ F AG LE I." 
F nfl 2 a 
Strong Crystal Mee 24 Years. ‘ 2 
8 
Glass Heads Great Demand . STROP : 
« 
The Kind Good Profits . DRESSING " 
‘ 
Customers Attractive ". 
Agk For Counter Displays _ 
, | . 
: | Madeby % 
5 
® a 
Moore ‘Moore " the Worfds largest . 
° oa Val = pane tele x 
Push Pins Push-less Hangers ." tii Razor Sfrop Manutacfurer . 
; on ' +t x Z.IN DISPLAY CARTON $1.25 
va —- aes aii a anes with the Twist 2" WRITE FOR OUR STROP CATALOGUE r. 
Oo ang Up Things” in Homes, ® ” 
Offices and Schools. Ask your jobber. , KOKEN COMPANIES. 
Moore Push-Pin Co. (Wayne Junction), Philadelphia Se en nee ee en en ee ee ne ee en nn nn en eee ee ee 



































“ 3. DSMNES so. , | ° 


Bull Dog-Grip” ——==—==, 
Manufactured by Tubular and Bifurcated 


- S. Clothes Pin -» Mont r, Vt. 
See” Seder Depte American Can Company —RIVETS= 


ales Dept. 
1015 Union Bank Bldg., Pittsburgh, Pa. 





























The “TORREY” ~ ELEVATORS 
A Real Man’s Razor ag ne ga . DUMBWAITERS 
Perfection Pattern. Write for eur catalog 











Bend for Catalogue of Full Line Made in All Styles 
. : Energy Elevater Co. 
J. R. TORREY RAZOR CO. Syracuse Stamping 
WORCESTER, MASS. Co. 211 New St. Philadelphia 
Syracuse, New York 

















If it’s the best tool you can sell 


SILVER LAKE For Working Stone 


SASH CORD it’s ours 
NET WEIGHTS FULL LENGTHS Trow & Holden Co., Barre, Vt. 
Sliver Lake Co., Newtonville, Mass. Send for catalogue. 


SCYTHES 


‘THES AXES 


Scythes since 1912. Axes since 1880. 


RIXFORD EisiStinene.ve 


and Dumbwaliters 
ter Heuse, Stere er Warehouse. Write 
fer particulars. State your require- 
ments as te size, capacity and lift. 
The SIDNEY ELEVATOR Mfg. Ce. 
Sidney, Ohie 
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ICRAYONS 


FOR BVERY PURPOSD 


ELEVATORS 
STANDARD Hare Mass 

















HARDWARE 





An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers 
Salesmen, Retailers and Retail Salesmen. 

No illustrations accepted for these pages 

Allow seven words for Keyed Box Number Address. 





Op 


1 inch 


50% 











4 insertions, 10% off; 8 insertions 15 


off the above rates for Positions Wanted Advertisements 









Set Solid, Minimum 50 words. . 7 a* e*ereeeeeeeeneeeeeeeeeaeeeee .$3.00 
Each additional word. eeeeeteeneeeneveeeeeenvweaeeeeeaenea ee eaeene 
All Capitals, Minimum 50 words........ceeeee- 


*eenseeeseenteee 4.00 


it ns Sn . 5. oo ube ceneosbawedoosésetese.. an 
_ oa er 6eobeee bonnes éenenseosne 
Each additional inch................ seecewesocese Gee 


% off 
Remittance Must Accompany Order 








Business Opportunities 








FOR SALE—On aceount of age and desire of 
stockholders to retire, the general hardware busi- 
ness and property of the Newfane Hardware Co., 
located at Newfane, N. Y. In the heart ot 
Niagara County fruit belt; business established 
for 30 years. Incorporated since 1905. Gross 
annual sales $65,000. Inventory approximately 
$22,000. NEWFANE HARDWARE COM- 
PANY, Newfane, N. Y. 


FOR SALE—29 feet of Heller hardware 
shelving, including saw and gun cases, drawers, 
etc. Also mixed stock of hardware and auto 
accessories approximately $4,000; 25 per cent less 
than invoice value. Will rent room or sell goods 
to purchaser who may move the goods as he de- 
sires. Business has been established 23 years 
but owner now in another business. SCOWDIN 
HARDWARE CO., 409 Haywood St., Farrell. 
). 


Pa. 








FOR SALE—Good clean, well-assorted hard- 
ware, paint and electrical stock, also fixtures. 
Located on Main Street, center of retail district 
in a growing city of Connecticut. Population 
31,000. Cash only, no trades considered. Rea- 
son for selling will be given on inquiry. / 
dress Box G-710, care of Harpware Ace, New 
York. 


FOR SALE—64 feet latest design Duluth 
Show Case Co.’s glass front cabinets, inciuding 
gun, tool and sundry cabinets, with upper shelv- 
ing and nail counter. Four Meyers Rolling Lad. 
ders, Tinners’ an Steam Fitters’ Tools. 
PORTAGE LAKE HDWE. CO., LTD., Hough- 
ton, Mich, 





WANTED, A MAN to take an active part 
in wholesale merchandising business, established 
four years in Washington, 1D). C., and working 
southern _ states. Nature of business—house- 
furnishing, hardware and janitor supplies. Small 
investment and references required. Address 
fox G-731, care of Harpware Ace, New York. 





PARTNER WANTED—Retail hardware store, 
excellent New York City location. Must under- 
stand hardware and be able to invest at least 
$3,000 cash. Address Box G-726, care ol 
ITARDWARE AGE, New York. 


ATTENTION — HARDWARE MANUFAC- 
TURERS’ Inventions for sale on improved bench 
plane and improved adjustable saw clamp. _Ad- 
dress Box G-730, care of IlArpwire Ace, New 


York. 





Help Wanted 


SALESMAN WANTED—Calling on hardware 





trade to sell product of handle tactory making 
maple pick handles and oak sledge hammei 
handles; also removable filler mauls. Factory 


located in Wisconsin. Write stating commission 
wanted and territory you expect to cover. FE, M. 
SCHEFLOW, 10 Sherwin Block, Elgin, IIl. 

SALESMAN—Good opening for experienced 
hardware man to represent Eastern Pennsylvania 
jobber in New Jersey. Address Box G-715, care 
of Harpware Ace, New York. 





WANTED—A YOUNG MAN familiar with 
Builders’ Hardware to cover Connecticut terri- 
tory. Address Warshow Hardware & Paint 
Company, 452 Main Street. Stamford Conn. 


Help Wanted 


! 
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. WANTED 

High Grade Specialty Salesmen capable of 
becoming District Salesmanagers. Salesmen 
make $300 weekly. Salesmanagers $500. 
Write now! 


MAIN—NATIONAL BOX 518, 


Cedar Rapids, Iowa | 











popular 
Hoes to 


basis our 


Weeder 


liberal commission 
labor saving Magic 





WANTED—Man 
hardware store. 
age. arried. 


to take charge of 





Positions Wanted 














EXECUTIV E—Age 40, seeks position as man- 


| ager of glass and paint department of wholesale 
| hardware, glass or paint concern. Thoroughly 
| familiar with duties of this character, having 
| served successfully in this capacity. Exception! 
sales ability, seasoned executive, fully capable of 
assumi:g full charge of purchasing, advertisiny 
and salesmen. Highest references furnished. 
ie tego Box G-723, care of Harpware Ace, New 
OK, 


EN ECUTLIVE— American, vears old, mar- 
ried, Protestant, good education, appearance and 
personality, seeks connection with manufacturer, 
or manufacturers agent to act with or as their 
representative in metropolitan section. 15 years’ 
hardware factory supply experience, successfully 
running own business. Fully responsible and 
capable handling sound proposition. Address 
| Box G-735, care of Harpware Ace, New York 
} 
| 


+= 
ih 





City. 


POSITION WANTED) —Position with retail 
hardware company where there would be a chance 
of buying an interest in the business. Prefer- 
ably in a growing town or small city in Ohio or 
Michigan. Twenty-eight years old, married and 


five years’ selling experience. References. Ad- 
dress Box G-733, care of Harpware Ager, New 
York, 








YOUNG MAN, 28, with 10 years’ experience 
hardware jobbing business both inside and as 
road salesman desires inside position with pro- 
gressive hardware jobber or manufacturer who 
is looking for a man with ability and where 
there is an opportunity to grow. Excellent 
references. Address Box G-714, care of Harp- 
WARE, AGE, New York. 


SALESMAN, nine years’ hardware experience, 
last six years traveling, desires position, prefer- 
ably with manufacturer, but would consider posi- 
tion with jobber or retail store. What have you 
to offer. Address Box G-711, care of Harpwarr 
Ace, New York. 


POSITION WANTED—Middle aged man. ex- 
perienced in the following lines: Builders’ hard- 
ware, mill and factory supplies, pipe and ( ttings. 
cutlery, tools and many other lines. ot par- 
ticular as to location. References. Address Box 











7-708, care of Harpware Ace. New York. 





HUSTLiING SALESMEN wanted to sell on 
ISS] line of 
hardware 


trade. REICTHARD MFG. CO., Bangor, Pa. 


retail 
Must be at least 30 years of 
Previous experience. Address 
Box G-712, care of Harpware Ace, New York. 
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Positions Wanted 











SALESMAN, 37, permanently located Atlantic 
City, thorough knowledge of hardware and house- 
furnishings, retai! ant wholesale, jiias specialized 
in oil cook stoves and paint, desires to represent 
matufacturer of high grade line in New Jersey 
where he is acquainted. Address Box G-734, 
care of Harpware Ace, New York. 





Sales Accounts Wanted 


MANUFACTURER’S SALES AGENT of 
Toronto, Canada, wants to arrange as direct and 
exclusive sales representative for Canada, on 
commission. Fifteen years’ connection in the 
territory, Hardware or kindred trades. Radio 
sets or accessories. Galvanized, tin or black 
sheets. Window glass. Manufacturers only 
considered. Address Box G-729, care of Harp- 
WARE AcE, New York. 








SALESMAN—20 years’ experience as travel- 
ing salesman in_ general hardware, sporting 
goods, auto accessories—with wide acquaintance 
in Michigan and Wisconsin—wants lines to sell 
on commission to wholesale and retail trade in 
these States. Best of references. Address Box 
G-722, care of HARDWARE AcE, New York. 


-422, 





Sales Representatives Wanted 


SALESMEN WANTED, who are calling on 





the retail hardware trade, to sell along with 
their present line our high quality “Purity” 
brand lawn seed. Protection is given in the 


territory which you cover. We desire men who 
are interested in the permanency of their business 
and in steadily increasing their income. Liberal 
commissions are paid. , We have openings in 
several states east of the Mississippi River. Now 
is the time to book future orders. When writ- 
ing please give references, territory covered, etc. 
For further particulars, address Box G-676, care 
of Harpware Ace, New York. 





COMMISSION SALESMEN WANTED—A 
manufacturer of a_ well-known brand of oil 
heaters desires to obtain the services of a few 
wholesale hardware salesmen to sell heaters as 
a side lire on a liberal commission basis. Write 
in confidence, giving your experience, present 
connection, and territory you are now covering. 
Address Box G-732, care of Harpware AGE, 
New York. 


SEPTEMBER 1ST we will have an opening 
in New_York State (not including the Metro- 
politan District) for a commission man elready 





acquainted with the trade, who is at tresent 
representing lines that will not conflict with a 
complete line of Builders’ Hardware. SHARON 


HARDWARE MFG. COMPANY, Sharon, Pa. 





WANTED—Salesman_ calling on hardware 
stores and _ housefurnishings departments to 
handle line of bathroom fixtures in Western and 
Central New York. No direct competition and 





liberal commission. Goods already introduced. 
Address Box G-727, care of Harpware Ace. 
New York. 

SALESMAN WANTED TO SELL IN- 


CANDESCENT LAMPS ON A COMMISSION 
BASIS. GOOD OPPORTUNITY. ADDRESS 
BOX G-718. CARE OF HARDWARE AGE, 
NEW YORK. 

















SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


to handle. 


What have you to offer? 


reliable salesman to represent you. 


Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
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“the Sh ingle that Never Curls” 
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Big Size Carey 
Asfaltslate Shingle 












more than 50 per 
cent larger than or- 
dinary shingle, ap- 
plied with full 5 
inch exposure makes 
' 3 ply roof, 











oe E want a roof that guarantees lasting protection and attractive 

appearance to our houses,” states Parish & Byrd, Realtors, 

Inc., the well-known Birmingham concern just completing Cliff 
Court, “and so we selected Carey Asfaltslate Shingle. 






“First of all, we selected this shingle because it is recognized as “The ‘ 
° ; a ° ° " our customers can give 
Shingle That Never Curls.’ We know it is a roof that will live with het “Gast tench of euit- 


° : : ity’? to their homes by 
the houses, and give our patrons many years of satisfaction. lage Ponsa Hh 







’ hingles, “‘The Shingle 
“The soft natural shades of the slate surface appealed to us because rg in i sgt 
they blend with the tones of the houses themselves and with the as these builders did in 
surroundings. This shingle makes a roof that is artistic yet incon- a 

spicuous. Carey Asfaltsltate 





Shingles will help you 
build more business. 





“In the Carey Asfaltslate Shingle we feel we have a thoroughly 
satisfactory roof, one that is in keeping with the high quality of 
materials and equipment that is found in the houses. Steel casement 
windows with plate glass panes, Carey Asfaltslate Shingles, and 
other such features are found throughout these nine wonderful little 
homes in Cliff Court.” 





Send coupon for infor- 
mation and sample. 






THE PHILIP CAREY CO. 


921-541 Wayne Ave. Lockland, Cincinnati, Ohio 















This is one of a series 
of statements by lead- 
ing busiders. 








ASFALTSLATE THE PHILIP CAREY COMPANY 
521-541 Wayne Ave. 
LE Lockland, Cincinnati, Ohio 
Gentlemen: Please send copy of ‘‘Be- 
fore You Build’’ booklet and sample to 
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What Does it Cost You. 


Place Tray on Stand 
Bolts Up 


Dealer opinion vartes as to the cost of assem- 
bing wheelbarrows, but all are of the same 
opinion that tC ts a costly operation? 

There ts a difference -a big dite PENCE TL 
maAROS and ther foo there ws a right ano 
wrong way Of Setting up wheelbarrows. 


It you buy Sterling Barrows you will find 
they as semble readily, that all par Cs At 
pel ‘Lec aly, and that the Uf COMPLisSe Lewe«r~ 
adit Fer CHO Par CS thar Waites yuike. $ 


Tf you will follow our instructions you will 
find it no task. to assemble wheelbarrows. 
and rill begin HOW 10 SAVE PRONE yf OM YOUT COST 
of handling Your u Aeclbarrow StOCR. 


Dont continue Co wrestle Your barrows on the 
Vallee Or tighten the nuts wth a tIOHICN / 

Kye an lovel.<caanl Vanes ateeu-ealemalre(ecuctateaGeluee 
avevated(Miaelawa mel Camtlacgmeaectacemelurirtite 


Ste2 Ling constr uction lends itselt to CALS 
method of setting twp because all tray bottoms 
are the same size and fit the bench, 
Because all handles are bored alike and are 
interchangeable. Be cause Che e HOWE leg 1S 
riveted wn one piece. Because Ster Ling wheels 
are complete with shatt Keyed CO brac khets~. 








‘There isa Ste vlog arehouse Stock, 
close to you-a Ste rling Organization 
near you and ready to show you how 
YOuUT wheelbarrow bu SIMCSS CAP be) 


made more Fla vahardel lc _ Try ls. 


St CT [ ING (Wheel barrow fa. Milwaukee. Ns. 


; ; > “sy ‘ 
Boston, New York, Chica go, Cleveland, Detroit. Of Louis 
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Now is the Time to Buy 


BLACK BEAUTY 


Roasters and Drip Pans 
. 


Priced to sell quickly | No-10 mm : wage for 
: eemienn all Specials. In con- 


and bring repeat Double Roaster 
bus; , stant demand. 
usiness. 


Black Beauty 3-Piece Double Roasters 


No. 10—11 %*x16 x8 —Retails for about $1.25 each 
No. 20—121%4 x 1714 x 914—Retails for about 1.50 each 





Black Beauty 2-Piece Double Roasters—No Basting Racks 


No. 1— 634 x 934 x 51%4—Retails for about 35c each 
No. 2— 8 x12 x7 —Retails for about 45c each 
No. 3— 9 x14 x7 —Retails for about 50c each 
No. 5—10 .*«15 x7 —Retails for about 60c each 
No. 6—10% x 1534 x 8 —Retails for about 65c each 
No. 7—13 x18 x8 —Retails for about 80c each 


You can buy these at a price that gives good profits. 


Black Beauty Quality Drip Pans—Sanitary 


Made in 16 sizes. Those - ee Write for our complete 
listed below are fastest sell- - fe No. 24 catalog which also 


ing numbers as shown by shows our full line of qual- 
our sales records. ity tin baking pans. 


Fastest Selling Sizes 
9x17 
10x10 
10x12 
10x14 
10x15 





SEND IN A TRIAL ORDER TODA) 


1] leading hardware jobbers handle our products 


EDWARD KATZINGER COMPANY 


1949 N. Cicero Ave. Chicago, Illinois 
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In this issue—- 


Cutting Down the Appliance Returns.—-Opening of Honeymoon Isle. 
For More and Better Sales by Better Salesmen. 
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Loudspeaker 
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AN RCA PRODUCT 





Heterodyne 


Radiola. Super- 
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NEW YORK 


RADIO CORPORATION OF AMERICA - 





SAN FRANCISCO 


CHICAGO 























Porcelain 
Enamel Units 


\GLITE 


TRADE MARK. REGISTERED 
PATENT APPLIED FOR 







































Cleaned 
In 3 Seconds! 


And that’s just one of the many 
reasons why hundreds of hospitals 
and business places and thousands 
of homes have installed Aglite Por- 
celain Enamel Units during the past 
year. 





Completely insulated, attractive and 
compact, Aglites sell the instant 
they’re seen. Their permanent por- 
celain enamel finish is guaranteed 
not to check, peel, tarnish, rust or 
discolor. And Aglite’s perfectly 
smooth surface, entirely free from 
dust-catching screws or metal parts, 
fits them especially for places where 
good light and sanitation are rigidly 
required. 











Every live hardware dealer should 
show a stock of Aglite Porcelain 
Enamel Units. They are made in 
a variety of types suitable for every 
need. The standard colors are 
white, old ivory, and gray. 


Send at once for information con- 
cerning our co-operative sales plan 
for dealers and literature describing 
Aglites in detail. No obligation 
whatever. 
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She EDWIN EF. Guiriat COMPANY 


DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 








2625 Washington Ave., St. Louis, Mo. 


Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 
BRANCH OFFICES (Sales and Service) In Principal Cities 
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S-W Radio Tube 
List Price $3 


st AS 
onss FEosuse 


Ops 
pees cote aaa for vn TO 
1s er aioe 
x + Re 
Roc eit you 


geco™ nd: 


seit 

as PO, and 
ss 4th 

aie? you 0 al pec gate getter eCt % UP w 

e . g° —_ a ree you 

% mea 





xo aout, Toy, wat 
a 2A cor 9 Re gio i tne 


4th r pe a 
1 Jirtie o ve Se of pe 


Model 300 
List Price $65 
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j Model 310 
List Price $175 






Model 410 

List Price $65 
Console Table in- 
cluding Built-in 
Speaker and Battery 
Compartment with- 
out Radio. 





INSTRUMENTS 





Model 











Model 315 
List Price $285 





Model 320 
List Price $450 
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TUBES 
List Price $25 Copyright 1925 
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Dealer has Hoped) Or 









Unit Radio 


REPRODUCER ACCESSORIES 
by S.W.S. Cor'n. 


“a 


a  _ 





NEW Principle in Selling Radio—far more 
than just “another” Radio. 


—a Plan that was really made by dealers 
themselves, according to their own statements 
of what they require to achieve success—to 
make their full share of profits—to build for 
permanence. 


We have built a wonderful Matched-Unit Radio 
—AND, what is equally as important, we have 
built a plan to merchandise it—a plan that 
dealers want. 


The Stewart-Warner Dealer Franchise assures 
Leadership. It does not split up the possible 
business in a community among so many dealers 
that the profits are spread out too thin. It estab- 
lishes a dealer in a “stronghold” all his own. 


Our method of distribution protects this policy. 


We have no jobbers. We have our own cen- 


tral Distribution Stations—g6 all over the world | 


—62 in the United States and Canada. They 
are direct factory branches under the Stewart- 
Warner name. 


“Counterfeit” dealers are barred. No individuals 
can buy at “dealer's prices.” 


The Stewart-Warner Authorized Dealer is su- 
preme in his dealership. 





4 








If you are a music dealer and carry the Stewart- 
Warner line, you won't find a drug store across 
the way handling Stewart-Warner Radio. If 
you are an Electrical Dealer selling Stewart: 
Warner Radio, you won't find a Music Dealer 
near you with a Stewart-Warner franchise— 
and so it is in all fields. We give every Stewart- 
Warner Dealer this Protection. 


Our Branches—each with its distinct territory 
—makes it possible to carry out this policy. No 
other Radio manufacturer has such absolute 
control of its distributors. 


We wish that every Radio Dealer could come 
to our Chicago office and see the care with 
which we have laid our merchandising plans to 
insure the dealer’s success. It would convince 
him that Stewart-Warner has “Everything the 
Radio Dealer Has Hoped For.” | 


If you cannot come, fill in the coupon below 
and we will have our representative call and 
explain the entire plan—a plan that will 
give you “Prestige, Profit, Protection and 
Permanence” in Radio Retailing. 


STEWART-WARNER SPEEDOMETER 
CORPORATION 


CHICAGO - U.S.A. 





Radio Division 
Stewart-Warner Speedometer Corporation 
1826 Diversey Parkway, Chicago, U 


Gentlemen:—I want to be considered in connection with a 
Stewart-Warner Radio Dealership and to discuss the details 
with your representative. 


—_——~ 
dhe 0 pportinity 


Date... ee 


Name —___——— 
Address 
City State___ 


























‘This demonstration 






































It can be breathed; 
there is no offensive 
odor. 


You can pour 
SERVEL refrigerant 
into a glass like wa- 
ter. It is harmless 
and can be handled 
anywhere. 














3 A thermometer dipped into this liquid reg- 
isters 10 degrees below zero—the coldest 





SERVEL 


ERVEL Electric Refrigerators are 

easy to sell because the refriger- 
antcan be demonstrated anywhere; 
in a showroom, in a home or a 
business man’s office. SERVEL is 
the only commercially successful 
domestic electric refrigerator using 
a refrigerant that can be handled 
so freely. 

















Besides having the coldest refrigerant 
used in any domestic refrigerator, 
SERVEL has the largest capacity for 
making ice cubes for table use and for 
making ice cream. Even the smallest 
SERVEL makes 60 cubes 1'4 inches in 
diameter, and the larger sizes make 
100 cubes, which is sufficient to make 
two quarts of ice cream in a freezer. A 
fresh supply of cubes is made every 
four hours. 














Drop a ae match into 
SERVEL refrigerant; it burns 
feebly and is not explosive. 
A puff of breath blows it out. 


refrigerant used in any domestic refriger- 
ator and, therefore, the most economical. 
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uickly tells the story o 
efrigerators 





Pour some of the refrigerant into 
water and it flashes into ice in 
1/1500 of a second. SERVEL is 
the most rapid acting domestic 
refrigerating system in the world. 














SERVEL complete refrigerators, with the machine 
built into the base, are made in three standard 
sizes for household use. The machine is also sold 
alone, and can be attached to any good refriger- 
ator with the compressor unit out of sight in 
the basement, garage, attic or other convenient 
location. 

There is also a SERVEL commercial ‘machine 
suitable for butcher shops, small hotels, hospi- 
tals, apartment houses, dormitories, drug stores, 
ice cream parlors, yachts, and which, because of 
its harmless refrigerant, may be safely used in 
florist shops. 
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COUPON 


THE SERVEL CORPORATION 
17 East 42nd Street, New York 
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Please send us further information about SERVEL. 


Your Name 


NE a TA COTE 






































ELECTRICAL GOODS 


Section of the 


HARDWARE AGE 


For the Electrical and Radio Departments 





Section Two 











In This Issue— 
Editorials 


Honeymoon Aisle 
Catchy name for a gift department, is it not? This depart- 
ment manager had an idea and carried it out. Arrows 
all over the store pointed the way, just as arrows direct 
auto traffic, with perhaps a few detours. A short story, 
much to the point. 
Cutting Down Appliance Returns and Repairs 
How a nationally known store meets trouble before it be- 
comes serious and handles it in the most economical way. 
The method is thoroughly practical and is worked out 
by experience. 
Seasonal Problems in Radio Retail Departments 
By Arthur Sinsheimer, Radio Editor of “Electrical Goods,” 


the man who knows both radio and merchandising. He 
talks about the next month, not general statements. 


ELECTRICAL GOODS IN PICTURE 
Where the Power Comes From 
Life in a Red Seal Home 
Some Electrical Novelties 
Business Methods in an Electrical Goods Depart- 
ment 


Electrical Refrigeration the Salesman’s Choice 


A man who has sold many appliances at the door tells 
why he took up the iceless icebox and why he believes 
it is the best of all selling appliances. 


A Woman’s Point of View 


Mrs. Chantler draws a deft picture of what the salesman 
should know concerning certain appliances and how sat- 
isfactory sales are made. It is a picture every sales person 
should have in mind. 

Portable Lamps 


M. Luckiesh concludes his review of this particular class 
of merchandise and indicates to some extent the market. 


How One Store Sold Cleaners 


An understandable merchandising story, from everyday 
practice. 


Radio Shows and How They Enter Into Your Business 


Display Sells the Clamp-Type Lamps 


Easy merchandise to sell, if you merely give it some thought 
and get across the idea. 


New Goods to Sell—Four Pages of Items 
News of the Industry 








FRANK E. WATTS 
Manager 


SPENCER PHILLIPS 
Advertising Manager 
ARTHUR SINSHEIMER, Radio Editor 


Editor 
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35 
44 


42 
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CLYDE JENNINGS 
R. RANDALL IRWIN 
Associate Editor 


Publishing Address, U.P.C. Bldg., 239 West 39th St., New York City 





A P pliance Costs 


' N J HAT happens when you tell 

a customer that it costs one- 

half cent an hour to operate 

this appliance and two cents an hour 
to operate that one? 

Most salesmen agree that the 
customer does not believe them. 
The facial expression is the evidence 
of the disbelief. The customer 
probably accepts these statements as 
being relatively true, but few cus- 
tomers seem to accept the state- 
ments as facts. 

For next month we have an in- 
teresting story by the manager of 
an electrical department who over- 
came this disbelief by erecting a 
test board by which he could show 
the customer exactly the current 
needed for the very appliance the 
customer wanted to buy, but was 
afraid it would cost too much to 
operate. 

Through the convincing evidence 
supplied by this board the appliance 
sales were increased 20 per cent. 
Many hesitant buyers’ purchased 
when they saw where the needle 
stopped and understood how this 
figure was translated into dollars 
and cents at the rate they paid for 
current. There will be a drawing 
of the board. 


N the Salesmanship pages we 

print the winning letter of last 
month’s sales problem. The writer 
has a check for $15 and five others 
have received $1 each for their con- 
tributions. The result was a bit dis- 
appointing in that none of those 
who replied seemed to know that 
electrical griddles are on the market. 

Appliance sales_ staffs should 
study catalogs more closely and at 
least know that standard appliances 
are available. A knowledge of lines 
is as important as knowledge of 
sales methods. Those who replied 
appeared to be well up on sales 
methods. 


August 27, 1925 
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It means much to Hoover 

dealers that The Hoover has 

won highest award wher- 

ever it has competed. But it 

means far more that Hoover 

deeds are even greater than 
its honors. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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lwo Major Reasons for 


Improved Living Standards 


of Labor marched in New York and called this movement 

a Labor Day parade. Two years later there was a simi- 
lar march and then came talk of a Labor Day Holiday. In 
1887 Colorado started the Legal Holiday movement, which 
now includes practically all States. 

The day has a very special significance to union members 
and, in a very practical sense, to all workers for as the organi- 
zation movement has shortened the work day, unorganized labor has, to a very great 
extent, shared the benefits. 

Accompanying the shorter day has come an increased production that has per- 
mitted a steadily increasing wage and its consequent better living standard. Labor, 
perhaps, owes as much to the mechanical development as to the organization move- 
ment. They have been to a large extent co-incidental and are working to the same 
end—that of a more human and enjoyable world. 

It is doubtful if many of those most interested in Labor Day have ever stopped 
to think of the part that electricity has had in this development. 


ig 1882 some members of the now almost forgotten Knights 








TARTING with merely supplying better lighting, which means so much to so many 

workers, it has kept pace with the social and industrial demands of these workers 

by supplying fast and dependable street transportation to shorten the day away from 

home; supplying a safe and certain power that has increased production and de- 

creased accidents. Machines and tools made possible by electric power have increased 
production to an extent that wages have risen on a lowering consumer price. 

It is through electricity and its household development that the wives and families 
of these organization workers have been freed from much of the bondage that for- 
merly accompanied the homelife of the wage worker. 

While this change was going forward in the shop, there have been devised electri- 
cal appliances that have brought shorter and easier days to the wife of the wage 
earner. By its saving electricity permits more schooling and generally a better life 
for his children. 

Labor Day has been fortunate in more than the idea of its foundation. The selec- 
tion for the date was indeed fortunate and throughout the land it has become the 
marker that stands between the summer and fall chapters of the book of the year. 


F late years it has taken the significance of marking the end of the summer leis- 
ure and marking the date of the great business activity that is planned to carry 
through the fall, winter and spring. Va- , 
cations end on this date; schools and the 
full office attendance begins. 

















Labor day has become firmly estab- 
lished and is the reminder of a good 
movement. Its great significance is the 
better social conditions. 

Electricity has shared in this move- 
ment to an extent that every person who 
is promoting the sale of appliances can 
claim some share of credit, for the pro- 
motion of the use of electricity in the 
home has brought about home comple- 
ment of organized labor in the shop. 












































































































































Department Manager, Assistant Manager, Section Manager, Salesmen 


Cutting Down the Number of Macy’s 


Proper Buying, Thorough Education of Customers on Use and Care, and Efficient 
Repair Work Produce Happy Owners of Electrical Goods Purchased at This Store 


HEN electrical appliances 
are sold, they usually stay 
sold, but once in awhile they 


come back fer repairs. In some 
stores they come back at a rate of 
as many as one out of every seven 
sales, but it is possible to cut this 
down to about one out of every forty. 
It has been done. 

The importance of properly han- 
dling service lies not only in cutting 
down the store’s repair costs, but in 
keeping good will for the store as a 
whole and in building confidence in 
electrical appliances as a line. An 
electrical customer can be made a 
store’s greatest booster or, sadly, the 
greatest knocker. Much depends on 
the service. 

Last month we stated that retail- 
ing electrical appliances requires no 
more service sense than selling 
hosiery or ready-to-wear. After 
spending three days with the men 
in R. H. Macy & Company’s electrical 
goods department, we would like to 
make just one change in that state- 
ment, and that is, “Retailing elec- 





trical appliances does not require as 
much service sense as selling hosiery 
and ready-to-wear.” 

In contrast to some stores whose 
calls for electrical repairs run as high 
as 15 per cent of sales, Macy’s de- 
partment has cut down these calls 
to about 24 per cent, which is about 
the same percentage as for house 
furnishings in general. These per- 
centages, let it be understood, do not 
represent “costs of repairs,” but 
merely indicate the number of appli- 
ances requiring service. If the store 
were a “neighborhood store” within 
ready reach of customers, the per- 
centage’ might be increased some- 
what, but probably to not more than 
o per cent. 

As a first step in cutting down the 
number of calls for service, Louis 
Barnet, house furnishings depart- 
ment manager, looked right to the 
source—the buying. By seeing to it 
that only quality appliances are 
bought, he is sure that only quality 
appliances are sold, so troubles which 
develop from faults inherent in the 
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merchandise itself are minimized. 

The next step is in the selling. It 
would be safe to state that 75 per 
cent of all electrical service calls 
could be avoided if customers 
thoroughly knew how to use and care 
for their appliances. The solution 
is education, so Macy’s electrical 
sales men and women are taught to 
explain in detail the points on proper 
usage. 

In selling, a salesman emphasizes 
that behind every appliance stands a 
Macy guarantee for a year. “Al- 
though electrical manufacturers are 
exceptionally accommodating about 
making repairs, we make no pretense 
of relying on them to do so,” ex- 
plains J. L. Ginsburg, Mr. Barnet’s 
assistant in charge of the electrical 
goods department. 

“Electrical appliances are a com- 
paratively new line of merchandise, 
and if we are to keep building our 
volume, we must see that customers 
are happy users of the appliances 
which already are sold, so we make a 
serious attempt to keep the appliances 
themselves in good 
working condition 
and the customers 
instructed in the 
uses.” 

To keep the sales 
force informed on 
the subjects of con- 
struction, uses, and 
care of appliances, 
Mr. Ginsburg peri- 
odically assembles 


Octivus Gregoire, 


Macy’s inside re- 
pair man, han- 
dles service on 
small appliances 
which are 
brought in per- 
sonally by own- 
ers or called for 
by the delivery 
department 








and Repaif Men All Contribute to 
Appliance Repairs 


By R. Randall Irwin 


the force for a talk on new appli- 
ances which are put in stock. He 
passes on such information as has 
been given him by manufacturers’ 
salesmen, and stresses the “warning”’ 
points, such as “Don’t dip the appli- 
ance in water” and “Don’t tamper 
with the heating elements.” 

The third step in keeping custom- 
ers satisfied is the proper handling 
of the repairs themselves. To in- 
sure satisfactory service, the job of 
handling cases where customers 
bring or send in their appliances has 
been placed in the hands of J. F. 
Derivan, section manager, who per- 
sonally meets customers who bring 


in their appliances, and examines all . 


appliances before they are turned 
over for repair. 

Since Macy’s handles repairs only 
for appliances sold by the store, Mr. 
Derivan first ascertains whether the 
appliance was purchased there. If 
there is a question, the customer is 
given the benefit of the doubt to 
preserve good will. 

Mr. Derivan next determines 
whether the appliance has been out 
under or over a year, and if under 
a year, whether the repair was made 
necessary by abuse or by fault of 
the appliance itself. A careful ex- 
amination of the appliance will give 
a pretty fair answer to these ques- 
tions. 

If the appliance is over a year old 
or if the repair was made necessary 
by customer-abuse, a “‘charge’”’ note is 
made on the repair tag. Customers 
seldom object to charges, but when 
they do, the case is settled by Mr. 
Derivan according to what he con- 
siders the best interests of the store. 

To facilitate the diagnosis of 
trouble while a customer waits, there 
is kept on a counter a “test block”’ 
equipped with an incandescent lamp 
in circuit with two cords with loose 
ends. A plug at the other end is 
attached to a light socket. If the 
heating element is in working condi- 

























tion, the lamp lights when the 
ends of the cords are applied 
to the contact points of an 
appliance, and it is known that 
the trouble lies only in the 
cord or plug. 

If a customer wants a 
minor repair such as on a 
cord or plug in a rush, a 
salesman makes the repair 
on the selling floor. Other 
repairs are promised in 30 
days, although many 
actually are made within 
two or three days. The 
30-days time is set to 
cover repairs made when 
appliances are sent back 
to manufacturers. 

To insure against 
damage in delivery, 
appliances are sent out 
in their original con- 
tainers, when possible. A 
percolator, for instance, is 
sold from sample, and a new 
one is sent out unopened. This 
system also preserves “in- 
structions for use” tags which 
often are misplaced when 
appliances are delivered from 
display shelves. 

If an appliance becomes 
damaged in delivery in spite 
of this packing, a new one is 
sent to the customer’s home, 
and the old one brought back 
and repaired for replacement 
in stock, or shipped back to 
manufacturer. 

From Mr. Derivan, an ap- 
pliance which has been sent 
or brought in is sent to 
Octivus Gregoire, the in- 
side repair man, who in- 
spects it, and repairs it if it is 
deemed advisable. Some com- 
plicated jobs are not attempt- 
ed, but sent back to Mr. 
Derivan, who sends the appli- 
ances to the manufacturers 
for repair. In order to give 


Patrick A. O’ Riordan, 


Macy’s outside repair man, re- 
salesman and educator, starts 
out on his day’s calls to repair 
appliances and to instruct the 
owners in “use and care” 
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quick service, however, most jobs 
are handled in the store. 

Gregoire’s repair equipment con- 
sists of a set of tools, a test board, 
and such appliance parts as contacts, 
elements, toaster springs, percolator 
fuses, armatures for motors, and 
other supplies which practice shows 
are needed for the appliance lines 
carried. 

When a call for service comes in 
by phone or mail, either a regular 
delivery man calls for the appliance 
to bring it to the store, or Patrick 
A. O’Riordan, the outside service 
man, makes a call. Small appliances 
of the heating and cooking types are 
brought to the store for repair. 
O’Riordan’s calls are principally for 
vacuum cleaner, washer and ironer 
repairs. 

In selecting O’Riordan, Macy’s 
chose not only a repair man as such, 
but a salesman and an educator. As 
explained by O’Riordan himself, his 
job is “three quarters educational 
and one quarter repair.” 
words, he says that if customers 
would thoroughly absorb the instruc- 
tion given by salesmen as to proper 
care of appliances, three quarters of 
his calls would be eliminated. 

The repair man’s responsibility, as 
he sees it, is to see that the appliance 
is in perfect working order, and then 
to thoroughly resell it and give the 
customer at least a 15 minutes’ talk 
on how to use it. Thus he leaves 
the owner happy, and the store keeps 
« good customer. 

In order to find out exactly how he 
does it, let us accompany him on a 
few calls which he made one day last 
His first call was on Mrs. 
who reported by phone 
that she had had a cleaner for seven 
months, and that it didn’t work on 
one of her sockets. 

Armed with this information, he 


week. 





Contents of O’Riordan’s 
Repair Kit 
Tools and Equipment 


Knife 

Three sizes of screwdrivers 

Crescent wrench for %4 and %- 
in. nuts 

Bull nose, cutting, and diagonal 
pliers 

Shifting wrench 

Large and small pin punches 

Round and flat files 

Hammer 

Series test lamp (miniature 110- 
volt), cord and socket 

Sandpaper 

Brush for cleaning carbon brush 
holder 


Parts and Supplies 


Carbon brushes and springs 
Assortment of screws and washers 
Rubber and friction tape 
Washer and cleaner switches 
Motor attachment plugs 
Separable plugs 

10 and 15-amp. fuses 

Vacuum cleaner wheels 


belts 


cleaner 


Chains or for 














brushes 








In other | 





-dan, “you see it runs all right. 


made his call, and upon inquiring 
into the trouble, was answered, ‘“‘It 
won’t work in that socket.” Quietly 
he attached one half of the separable 
plug, turned on the current at the 
socket, inserted the male part of the 
plug, then turned on the cleaner 
switch. The cleaner motor started 
and ran smoothly, much to the sur- 
prise of the owner. 

“Now, madam” inquired O’Rior- 
Tell 
me how you attach the plug.” 

“Oh, I just screw it in.” 

Politely. but firmly O’Riordan in- 
structed, “That is not the way. One 
should first separate the plug, like 
this (going through the operation). 
It is made in two pieces so that you 
can screw it in easier. Now, you 
screw it in like this, and then turn 





Bare Points 
to apply to 
appliance 


contacts -e— —)- 
if Pe Wood Block 
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Lamp in 


Socket 
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Plug 
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Diagram of handy “test block’? kept on Macy’s sales floor to enable 
salesmen to locate readily the trouble with appliances brought in for 
repair—described in accompanying article 
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on the sccket before you attach the 
other end. 

“It is now ready for the other part 
of the plug, so push it in like this. 
You see in this way you do not twist 
the cord, and you are sure of a good 
contact. The trouble before was that 
you didn’t screw your plug clear in.” 

He explained further that she 
should turn on her socket before she 
pushed in the cord end of the plug, 
because otherwise if the cleaner 
switch was on and she turned on the 
socket, the arc might burn out the 
socket, or blow the fuse. 

Mrs. M...... admitted that she 
had been told something about that 
before, but that was before she had 
the cleaner in her home, so she had 
forgotten it. 

Before leaving, O’Riordan told her 
how to hold the cord when using the 
cleaner. “If you leave a loop and 
hold it in your hand like this (leaving 
a loop and holding the cord with the 
same hand as the one that holds the 
handle), you will pull against your 
hand when you come to the end of the 
cord. If you don’t hold the cord, the 
jerk might cut it. Your hand won’t 
cut the cord. 

“Then when you wind up the cord 
to put the cleaner away, you should 
leave a short loop, so that the same 
parts of the cord won’t be wound 
on the hooks every time. If you re- 
peatedly bend the same parts of the 
cord on the hooks the cord will break 
in a couple of years. So leave a short 
loop, and wind it loosely like this.” 

He then spoke on proper oiling, by 
pointing out that medium automobile . 
oil is the best, and that the machine 
should be oiled every second time 
it is used. He also emphasized the 
necessity of emptying the bag often, 
and of keeping the brush clean, and 
showed how to perform these opera- 
tions. 

“Now, is. everything 
right?” he asked. 

Receiving an affirmative and appre- 
ciative answer, O’Riordan ended his 
call with, “If you use your cleaner 
like this, you shouldn’t have any 
trouble, but if by any chance you do, 
don’t hesitate to call us. Good day.” 

Two other cleaner repair calls were 
made that day. Both were made 
necessary by lack of proper oiling. 
In one case, lack of oil resulted in 
the lodging of foreign matter on a 
commutator brush, which damaged 


(Continued on page 59) 
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Announcing the Opening of 


HONEYMOON AISLE 


Thus Began a Newspaper Ad of Bush & Bull, Bethlehem, Pa., 


66 ONEYMOON AISLE” was 
H the route W. A. Stecker 
selected for his excursion 
to more electrical appliances sales 
during the summer. “Honeymoon 
Aisle” was charted in the house 
furnishings department of the Bush 
& Bull department store at Bethle- 
hem, Pa. 

Its location was a bit stragetic, 
as it was at the main entrance of 
the department, between the china 
and kitchen ware displays, so that 
any person seeking these depart- 
ments must pass it. 

The display that marked “Honey- 
moon Aisle” was a complete line of 
electrical appliances, each marked 
with a card that was almost a com- 
plete salesman so that when the 
persons in charge were busy, the 
casual visitor would not lack infor- 
mation as to the appliances ex- 
hibited. 

As “Honeymoon Aisle” was some- 
thing new in the store; beginning 
in June, it was thought best that 
its location be made unmistakable, 
and so arrows were placed at every 
entrance of the store and through 
other departments pointing the way 
to the stairway that led to this point 
of particular interest, just as a 





and It Continued as Below 
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weds will recetve this season. 


Bloctrit SAGvGS; . 2. cccicccce $5.50 to $9.50 
Electric Toasters ...... wenee $6.25 to $8.00 
Electric Percolators ........ $9.98 to $17.75 
Nickel Bread Trays ......-.. $1.25 to $2.50 
Nickel Crumb Sets ......... $1.75 to $3.25 


Heat-proof China Pie Dishes, in fume, $5.50 
Heat Proof China Casseroles, in fume $7.75 to 
$825. 

Electric Waffle Irons ..... $14.50 and $15.00 
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Announcing. the Opening of 


HONEYMOON 


With gift suggestions galore for the bride and groom. Follow the arrows 
in the Main Store and see the beautiful and useful things that the newly- 


AISLE 





Electric Irons ... $5.75, $6.00 and $7.50 each ) 





Boudoir Lamps .....-eeccee- $2.00 to $6.75 
Tails LOMES 6. cccsscoese $9.98 to $42.00 
Sherbet Glasses, set of six neatly boxed, $2.50 | 
Ice Tea Sets, neatly boxed .......-.--. $4.50 
Gold Band Goblets, set of 6, neatly boxed, 
$9.75. 

Hand Decorated China Clock, with 2 Vases 

to match, ..cccccccccccscccgeces $9.75 set 


a 


This is a section of a Bush & Bull newspaper ad announcing the 
opening of “Honeymoon Aisle” 


highway detour is marked for the 
motorist. 

The name of the department was 
sufficiently novel to bring a smile 
to many persons who observed the 
signs and they followed to see what 
it was all about. Following the 
arrow is the present day impulse of 
the public and this method of di- 
rection and the attractive name of 
the destination brought many visi- 
tors who otherwise might not have 





Arrows throughout the store point the way to “Honeymoon 
Aisle”—Meet Mr. Stecker, founder 
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learned how many electrical ap- 
pliances there are for wedding gifts. 

This interest was added to by 
liberal space in the store’s daily 
advertisements. 

Mr. Stecker suggests that, based 
on an idea he had been using for 
the sale of aluminum kitchen ware 
of filling a wicker “hope” chest with 
all the necessary cooking utensils 
and offering it complete as a very 
practical gift, electric appliances 
could be used instead, and, espe- 
cially if the gift were to be a joint 
one from the family or a group of 
friends, it would be the answer to 
the gift question. 

Everything for full electric ser- 
vice could be included, pereolator, 
toaster, grill, waffle iron, immersion 
heater, electric iron and curling 
iron, sand even the almost prosaic 
heating pad. 

No bride of today ever considers 
her home equipment really modern 
without all the electric appliances 
she can possibly use, and the brides 
of yesterday appreciate electrical 
gifts just as much, so Mr. Stecker 
has instructed his sales force to 
talk up electrical goods as gifts all 
during the year. 
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Electrical Refrigeration 


There Is a Reason for a Veteran A ppliance 
Hooking Up with This Newcomer 


Salesman 


SENTENCE that will open the 
J ew is the dream of every 

salesman. This, according to 
T. H. Cohill, has been found in the 
magic of electric refrigeration. 

Every one is interested, says Co- 
hill, and the salesman has no lack of 
opportunity of telling his story. So 
Cohill has decided that he has found 
the best selling opportunity. 

And after he is in the house, Co- 
hill has the kind of a story to tell 
that will interest any type of mind: 
economy, mechanical, home happi- 
ness and the scare story. 

“If I do not succeed in this busi- 
ness, I will know that I am not a 
salesman,” he says, “for the picture 
is complete, the best rounded out 
sales picture I have ever seen.” 

Cohill is a salesman by choice and 
he has sold many worth-while arti- 
cles and some time ago there came 
into his affairs one of those crises 
which seemed to him to indicate that 
he must make a choice that would 
mean more to him than merely tak- 
ing another job. So he took his time, 
studied his own position, studied 
himself, and set about making a 
choice that was to be, to him, an in- 
vestment of his experience and abil- 
ity as a salesman. 

He had sold electric cleaners, wash- 
ers and other lines of appliances and 
thought well of the electrical appli- 
ance line. Just at that time he hap- 
pened upon an opinion by Roger 
Babson as to the future of electrical 
appliances and that settled it with 
him. 

So he went over the electrical ap- 
pliance line again and selected the re- 
frigerator as his point of attack. As 
soon as he had completed the neces- 
sary arrangements, he set out to in- 
terest the great buying public in 
electrical refrigerators. His job was 
door-to-door selling in New York 
City. 

“Naturally, we picked the _ best 
prospects in a field so nearly virgin,” 
he says, “and I called on those who 
could afford to buy. 





“Electrical refrigeration is_ suffi- 
cient to get an audience, because 
nearly everyone has heard of this 
kitchen ice plant and they know prac- 





t 


T. H. Cohill, a veteran appliance 

salesman, has found in the elec- 

trical refrigerator his ideal of 
merchandise 
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tically nothing about it. They want 


to know more. 

“Curiosity gives the salesman time 
to present his case and to feel around 
for the type of story that will be 
most interesting. This story is so 
varied that some phase of it never 
fails to interest every member of the 
family. Because of the variety of 
this story, we welcome the opportu- 
nity to come back and meet the hus- 
band, for you are not forced to re- 
peat the story you told on the first 
visit. 

“There is the happy home story of 
not having to wait for the ice man 
who cannot get to the house before 
2 p.m., or who must be admitted at 
7 a.m. No more ice man tracks in 
the kitchen, no emptying of the 
water pan or a flooded pantry and 
all of the other petty annoyances the 
ice man and the ice and the ice bill 
cause the housewife. 

“She gets this picture quickly and 
then come the questions about the 
cost and she listens with interest as 
we explain that this picture does not 
increase the bill, but it is one joy 
that pays its own way. 

“The price of current at the 10 
cent rate at the maximum estimate 
of 20 cents a day for refrigeration 
and ice for her family does not dis- 
may her, for she knows what she 
pays the ice man. 

“She also knows that there is a 
waste of food under the ice box meth- 
ods of refrigeration and she is will- 
ing to accept the U. S. Department 
of Agriculture estimate of $1 a week 
for this as probably too low. 

“She also knows that with full re- 
frigeration she can buy many perish- 
able articles of food in better quan- 
tity and that she can go shopping 
fewer times than she now does. 

“All of these things building for 
lesser detail in housekeeping appeal 
to-her, as she has already learned of 
the advantages of electricity in clean- 
ing, washing, ironing and cooking 
and is willing to accept the verdict 
in the refrigeration detail. 





the 
Salesman’s 





Choice 


“Probably she asks you to come 
back and meet her husband and then 
is likely to come a mechanical turn 
to the conversation. 

“We then have the opportunity to 
explain that our machine can be in- 
stalled in the present ice box, if it 
is a good one and if it is not a good 
one it is wasteful anyway. We also 
discuss the matter of investment and 
the wife vouches for our statements 
as to ice bills, damage to furniture 
and waste. 

“Then we tell the story of methyl 
chloride boiling at 10 degrees below 
zero and substracting heat from the 
alcohol solution in which the freez- 
ing pipes are immersed, just like a 
regular ice plant, only safe because 
methyl chloride is not dangerous 
when freed in the kitchen or pantry. 
It has an odor that serves as a 
warning of the fact that it is re- 
leased, but it is not in any way a 
danger. 

“The mechanism of the %4-hp. mo- 
tor and its manner of release is in- 
teresting and understandable in 
these days of electrical power, so 
much more simple than so many 
operations in the automobile which 
this man pretends to understand. 

“The scare story may not be need- 
ed, but it is always in the deck for 
a last ace. It is, of course, capitaliz- 
ing the stories of impure ice, the 
danger of moldy foods and other 
points with which all are familiar. 

“Also those of us selling the Servel 
have that very interesting experi- 
ment of taking a glass with a slight 
amount of water in it and an equal 
amount of methyl chloride in an- 
other glass and throwing them to- 
gether when the methy] chloride boils 
in the natural temperature of the 
room and creating a glass full of 
ice. 

“In my experience, call backs have 
proved not only profitable but in- 
teresting. The troubles are few, ex- 
cept as the owner tries to adjust his 
machine to make the box cooler and 
then cannot restore the proper tem- 





With argument based on this house-to-house ex- 





perience, Mr. Cohill is now placing electrical re- 


frigerator accounts with stores where 


he says, 


the line will become as staple as the ice box 


perature. Sometimes a belt slips a 
bit, but that is easily remedied. 

“The comments we hear give new 
selling arguments. One woman said 
to me recently: ‘My husband never 
lived in the country and he did not 
know what raspberries tasted like 
until we got this machine which kept 
them at the right temperature.’ 

“In most cases the women have 
been telling their friends and neigh- 
bors about this wonderful machine 
and they will tell you to whom they 
have been talking, which means an- 
other opportunity to complete a sale 
partially made for you. 

“The many-sided and spectacular 
phases of the picture the salesman 
can draw for his hearers, the fact 
that the field is so virgin, and that 
the door opens so easily are why I 
call electrical refrigeration the sales- 
man’s choice.” 
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Electricity Cheaper 
Than _ Ice 


The National Electric Light As- 
sociation has computed comparative 
costs of operating the ice-cooled cabi- 
net and the electrically operated re- 
frigerator. Taking the estimated 
cost of ice at 60 cents per 100 lbs., 
and electricity at 5.3 cents per kil. 
hr. and subjecting the cabinet to an 
average outside temperature of 70 
degrees, it is figured that the elec- 
trically operated refrigerator con- 
sumes 2.62 kil. hr. per day and the 
ice-cooled cabinet consumes close to 
40 Ibs. of ice. On this basis, the cost 
of operating by electricity for a year 
would be $50.67 while the cost for 
ice would be $86.40. As a matter of 
fact this estimate of cost is a liberal 
one. 
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Brass Bands Are Not Necessary 
to Sell Cleaners 


Currie-Van Ness Company Sold Twenty-four Machines in One 
Week in City of Twenty Thousand Population by Intensive Work 


ECAUSE the conservative re- 
B tailer instinctively avoids 

spectacular selling and adver- 
tising methods, he is frequently 
classed as “a back number.” Per- 
haps he is. And again perhaps he 
isn’t. It must never be forgotten 
that the measure of mercantile suc- 
cess is net profit plus constantly 
growing good-will, and those are two 
things of which the addict to “stunt’’ 
methods is seldom sure. 

In saying this, we do not decry 
progressiveness nor do we suggest 
that a man can be successful merely 
by being old-fashioned. But, on the 
other hand, there is a tendency to 
overdo the spectacular in selling 
electrical goods. 


Brass Band Unnecessary 


Brass bands, snappy slogans, mas- 
querade costumes and high-pressure 
sales crews are employed so fre- 
quently in selling washers, cookers 
and cleaners, that there appears to be 


a danger of our considering them as 
absolutely essential to success in 
marketing this class of merchandise. 

Far from it. Sales will result just 
as surely, though perhaps not in 
such immediate volume, by following 
methods which have been in vogue 
among the non-electrical merchants 
for centuries. 

By way of example, let us point to 
a modest sale carried on recently by 
the Currie-Van Ness Company of 
Mason City, lowa, a city of slightly 
more than twenty thousand. 


No Price Appeal 


The appeal was an especially low 
down payment on a vacuum cleaner. 
A time limit of one week was placed 
upon this offer, which was adver- 
tised in the newspapers liberally but 
not spectacularly. The only other 
feature of the sale was a demonstra- 
tion in the window by the manufac- 
turer’s representative, and a few fol- 
low-up calls by this same expert to 
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The one special inducement stressed in displays and 
advertising was a low down payment of 95 cents 
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the homes of ladies who had shown 
interest but had not purchased at 
the store. 

The whole selling program was so 
utterly lacking in any of the stunt 
elements which so many of us seem 
to think necessary in order to stimu- 
late this class of business, that it is 
difficult to understand how or why 
such a conservative effort should 
have given such fine results. But 
the figures speak for themselves. 

Ten cleaners were sold off the floor 
during the first two days, and 24 
were disposed of altogether during 
the week—this total including those 
sold in prospects’ homes by the fac- 
tory demonstrator. 

Twenty-four cleaners represent a 
very comforting bit of profit to add 
to the store’s regular turnover. The 
newspaper advertising was not ex- 
travagant. There was no price con- 
cession to cut down the margin. 
There were no special expenses. And 
there was no upsetting of the store’s 
normal business routine. 


One Outside Man 


Until the sale, the company never 
employed outside men. Now it has 
one outside man on part time, and 
plans to continue the home demon- 
stration system. 

The experience of this company 
lends weight to the belief that more 
selling of electrical goods can be 
done in this conservative way. There 
seems to be no especially cogent rea- 
son why jazz and circus stunts 
should be needed to induce a woman 
to buy a washing machine or an elec- 
tric cleaner, any more than they are 
needed to sell her a skillet. 

Maybe a brass band and a sales- 
man dressed up to represent a fried 
egg would sell a few more skillets— 
we don’t know for sure. But we 
believe that the solid old merchan- 
dising methods of the past will con- 
tinue to give us satisfactory sales 
volume on skillets, we know that they 
will give real profits and good will. 
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Average Number of Portable 

Lamps Existing in Various Rooms 

and in Entire Home at Present. 

These Are Compared with Rec- 

ommendations of Utilitarian Port- 

ables for “Conservative Ideal’’ 
Home 


Herein, M. Luckiesh, director of 
Lighting Research Laboratories, 
National Lamp Works, continues his 
discussion on the market for por- 
tables, which he _ started in last 
month’s tssue.—EDITOR. 
| service is available, the number 

of portables in the homes should 
be nearly twice the population. From 
the figures available from an elabo- 
rate survey, it is concluded that if 
as many portables are sold as there 
are inhabitants in a locality, the 
homes still would lack enough porta- 
bles from a utilitarian viewpoint. 

In a city of a hundred thousand 
people, at least a million dollars’ 
worth of portables should be sold. 
One electric service company featur- 
ing a 200-watt direct-indirect porta- 
ble sold in three weeks twenty-five 
hundred portables at nearly twenty 
dollars each. A large department 
store sold more than two thousand 


portables in a two-day sale, the sales 
aggregating forty thousand dollars. 


Market Is Unsaturated 


Whether it is a boudoir lamp, a 
large portable for the living room, 
or a decorative one for the many 
places where they may be used, an 
unsaturated market and a receptive 
public are waiting for it. This de- 
sire is beginning to be stimulated by 
widely diverse interests, such as the 
electric service company on the one 
hand, and those advocating the con- 
servation of vision on the other. 

Portable lamps are all-year-round 


N any town or city where electric 





‘Portable Lamps Are 
All-Year-Round 


Merchandise” 


Says M. 


Luckiesh 


Lighting Expert Declares Public Is Receptive 
—Next Step Is Display and Intelligent Selling 


merchandise, useful and decorative, 
and always acceptable as gifts, or 
purchasable for one’s own home. 

As already stated, the public of 
its own accord has accepted portable 
lamps. The next step is to display 
and sell portables in an intelligent 
manner which brings out their use- 
ful characteristics as well as their 
decorative value. Not only are their 
heights and the shapes of their 
shades important, but shades should 
be sufficiently dense and should be 
lined with light-colored material. In 
many cases, the fringe of a textile 
shade should be backed with a skirt 
or flounce of the textile. Many port- 
ables are far from satisfactory in 
this respect. 

In the matter of color, many mis- 
takes are made by not considering 
the shade when lighted. In general, 
the “cold” colors, such as blue and 
blue-green, are undesirable when the 
portable is lighted, regardless of the 
appearance when not lighted. The 
desired exterior sometimes may be 
retained by using a warm color be- 
tween the exterior and the light-col- 
ored inner lining so that the shade 
does not appear too “cold” in color 
when illuminated from within. The 
same criticism may be applied to 
glass portables; that is, the colder 
colors should be avoided. 





N. E. L. A. Convention Report 


In a report made to the recent 
convention of the National Electric 
Light Association at San Francisco, 
Mr. Luckiesh as chairman of the 
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Lighting Committee, commercial 
section, devoted considerable atten- 
tion to portable lamps, calling atten- 
tion of the service company execu- 
tives of the great progress made by 
non-electrical stores in selling these 


lamps. 
This report said in part: 
“We have recognized for years 


the great possibilities of portable 
lamps, not only in introducing con- 
venient, satisfactory, and artistic 
lighting in the home, but also in 
greatly increasing the residential 
load. The public has accepted the 
portable lamp for several reasons 
which are obvious to the student of 
lighting from a _ broad viewpoint. 
Nothing can compete with the port- 
able in its field. In fact, there is 
bound to be an increasing tendency 
to greater mobility in lighting. 

“Wired furniture with lighting 
equipment attached is being used 
more commonly and the time is 
likely to arrive when some of the 
furniture for the home—particu- 
larly pieces containing mirrors. 

“From the viewpoint of energy 
consumption a portable lamp is as 
attractive as_ electric appliances. 
One which consumes 100 watts can 
yield a revenue per year which com- 
pares favorably with electric irons 
and many other appliances. Many 
stores which are given little or no 
consideration by the central station 
are building up its revenue by sell- 
ing portable lamps. 

“For example, in a two-day sale 
in Cleveland, one department store 
sold 2000 portables.” 

















Did You Sell It, 
or Did Customer 
Insist on Buying 


BOUT that big sale you made 
AJ tocey? Did you séll it or 


did the customer buy it? 


There is a world of difference 
between selling and letting some 
one buy. 


In the first instance, the credit 
is yours. By your suggestions and 
by your sales talk, you are able to 
get the customer to buy articles 
that she had not fully determined 
to buy. 

In the second instance, that of 
letting the customer buy, there is 
little credit for the salesman. The 
eredit belongs to the store which 
brings the customer in by reputa- 
tion, display of merchandise or ad- 
vertising and the salesman is merely 
there, receiving pay for handing out 
the goods and taking the money. In 
this case, perhaps the greatest credit 
should go to buyer of the stock for 
selecting attractive merchandise. 

The salesperson who can make 
sales is the one who increases his 
or her pay by earning bonus, hav- 
ing pay raised or winning commis- 
sions or winning a promotion. 

The store salesman who stands 
behind the counter must largely de- 
pend upon the store to bring in the 
prospects and then must use his 
knowledge of the goods in his de- 
partment, his personality and his 
manner of presentation to persuade 
the person who appears on the other 
side of the counter to buy more than 
he or she intended to buy. 

Every person who enters a store 
has some interest in the merchan- 
dise displayed there. Perhaps this 
is merely a shopping or curious in- 
terest, but it remains a fact that 
this person has more interest in the 
merchandise than in the scenes out- 
side the store. 

Even the merely curious person 
will stop to loek at merchandise or 


or More speller Joey 
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guarantee).” 


The woman stood back, looked at the cleaner for a time 
and then remarked that she would “see her husband” and 


left the store. 


The fact that all who know of this incident are con- 
vinced that this was a “sure sale lost” is regarded as evi- 
dence that there was something wrong. 
GOODS will pay $15 for the best explanation pointing out : 
what was wrong, and $1 each for the five next best ex- : 


planations. 


WERT 
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Where Was the Mistake? 


$20 for those who point out the errors. : 


ERE is another incident that happened at the sales 
The fact that no sale was made to the 

woman who came to buy (the salesman and the 
observer are both certain she had made up her mind to 
buy then) is sufficient evidence that the wrong thing was 


This is the outstanding part of the interview when the 

salesman attempted to “close”: 
“You see this cleaner will do the work, so why bother 

Just because this cleaner sells for less 
does not mean it will not do the work. 

“If it does get out of order, we have a man who will 
repair it free of charge within one year. 
is this guarantee from the manufacturer (showing the 


The staff of ELECTRICAL GOODS will be the judges of 
the solutions submitted. Address Sales Contest, ELEC- 
TRICAL Goops, 239 W. 39th St., New York City. Com- 
petition closes September 10. 
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It is the 
this 


perhaps to ask questions. 
salesman’s task to change 
curiosity into buying action. 

In the electrical goods line there 
are many persons who are curious 
and who likely enter the store mere- 
ly to see how the wizardry of elec- 
trical appliances operates. These 
people are interested and if they 
have electricity in the home, are 
direct prospects. Interest or curios- 
ity is the first step toward buying. 

Perhaps the chief failure of elec- 
trical goods salespeople is the lack 
of knowledge of quality of the ap- 
pliances. In most cases, the price 
range of appliances is more than 
100 per cent and yet the lower and 
higher priced articles are often 
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much alike in general appearance. 

The prospect wants to know why. 
The prepared salesperson can ex- 
plain. The mere order-taker says, 
“Well, you see this one is made 
better.” Yes, that answer has been 
given. As a matter of fact, it is 
the ordinary answer. 

There are many reasons why the 
higher priced article is worth more 
in the hands of the user than the 
lower priced one and it is the job 
of the salesperson to know these 
reasons and to state them clearly 
from the user standpoint. If you 
do not know these reasons, ask the 
buyer. If the buyer does not know, 
then ask the salesman who placed 
these goods. 

















by better Jakes 


Sell a Griddle, 
Best Solution 


of July Problem 


N announcing the result of the 
| July Sales Contest, it is with 

regret that we report that not 
a single contestant rang the bell. 

The prizes are awarded on the let- 
ters received and most of these let- 
ters gave an excellent criticism of the 
salesman’s manner, his too abrupt 
reply and his permitting the custom- 
ers to depart with another store in 
their minds. But none of those who 
answered said “HE SHOULD HAVE 
SOLD THEM AN ELECTRIC 
GRIDDLE.” 

It so happens that this salesman 
sells at a counter where are displayed 
several items of a line that includes 
an electric griddle, although this 
store does not exhibit the griddle. 

Besides his brusqueness, this sales- 
man either did not know his line or 
this store does not take arders for 
goods not displayed, which we do not 
believe is correct. We believe that 
all electrical appliance salesmen 
should know what appliances are 
made, so that they can talk about 
them even if the store does not sell 
them. 

The salesman should have told 
(pleasantly) his customers that a 
regular table stove is suitable for fry- 
ing eggs, cooking meat, etc., but that 
for making hot cakes, the heat is not 
sufficiently concentrated. For making 
hot cakes, there is made an electric 
griddle. 

Of course, it is possible, by use of 
the reflector which throws the heat 
upward, to make hot cakes on a regu- 
lar table stove, but the cakes will not 
be light. The process is too slow. 
Or, a disc stove may be used, by plac- 
ing the batter directly on the disc. 
The disadvantage here, however, is 
that only one small cake may be made 
at one time. 

Some of the solutions that made 
it, difficult to decide which was the 
best follow: 
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The Best Answer Submitted 


HE salesman in this in- 
stance, while rated as a man 

of experience and ability, either 
unconsciously or through igno- 
rance, committed sales suicide. 
His reply to the lady’s request 
was a little too pointed and con- 
clusive, thereby blocking other 
avenues of approach, and his re- 








luctance to explain why and how 
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sale. 
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Would Have Ordered 
Proper Stove 


“How would you do it?” 

(1) I would first find out if I could 
sell the electric table stove. 

(2) Use a little tact in getting in- 
formation why and for what purpose 
she wished to use the griddle if she 
had a griddle. 

(3) If I had nothing in stock that 
would render the service she wished, 
I would have had the information, and 
probably could have ordered the article 
desired, secured a new customer, found 
a new use for something not now 
carried, and kept business in my store. 

D. R. THOMAS, 
Dayton, Ohio. 


Would Have Sold One 
Out of Stock 


Mr. Salesman went blank, therefore 
prompting his customer to go to 
Blank’s for the table stove she had 
come in to buy. 

What I should have said would be, 
“This table stove is splendid for heat- 
ing your griddle, if you will use the 
deflector, thusly, so no heat escapes 
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$15 to This Winner 


the item was not adopted to her need virtually closed the inter- 
view, leaving the would-be customer under the impression that 
her patronage was unsolicited and unappreciated. 
the customer did the thing she should have done—went over to 


He should have explained the uses and limitations of the appli- — - 
ance asked for, inviting her comments. On the contrary, his 3 
abrupt reply, while probably technically correct, was to her, no 
doubt, a little harsh as well as a reflection on her ability as an 
intelligent housewife, to know what she wants and how to buy — - 
wisely, which we all know the modern woman seriously objects to. — = 
If the device is not adapted to her particular needs, tactfully = = 
suggest something if you have anything suitable for a substitute 
that you can conscientiously recommend. If not, then make her 
feel that you appreciate the call as much as if you had made a 
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The Problem 


A man and a woman entered the 





electrical goods department and were 
examining table stoves when the 
salesman approached. 

“We want something to use a 


griddle on,” said the woman. 

“You can’t use a griddle on an 
electric table stove, not enough heat,”’ 
said the salesman. 

“Well, I guess we will have to go 
to Blank’s,” said the woman, and the 
couple left. 

The salesman walked back to the 
center desk, 


Naturally, 


W. H. COoLLins, 
San Angelo, Tex. 
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downward, giving you greater inten- 
sity of heat for your griddle. 

‘‘Besides, you have this convenient 
little griddle along with the stove. The 
stove is really the most complete ar- 
rangement on the market. You can 
cook your entire meal even to your 
biscuits. This -little pan holds just 
thirteen, you see,” etc., ete. 

Should the table stove be more ex- 
pensive than the customer imagined it 
would be—‘Why*don’t you buy this 
little hot plate? It’s splendid for what 
you want right now, and for toasting,” 
ete. 

Miss ELNEAL WALKER, 
Charlotte, N. C. 





Another Would Have 
Ordered One 


When the salesman said, “You can’t 
use a griddle on an electric table stove, 
not enough heat,” he was too abrupt 
and almost discourteous. If he did 
not have a stove in the store that 
would heat a griddle, he should have 
politely explained this and offered to 
get one. 

CLARENCE J. HILLS, 
Westfield, Mass. 











From the Woman’s Point of View 


What Table Appliances Can Mean 


to Housewives 
By Ethel Wan-Ressel Chantler 


HAT table electrical ap- 
pliances can mean to house- 
wives depends upon the 


degree to which they are sold on 
their use and their need. It is in 
this sense a fact that the things we 
use most we usually like best—and 
those we desire most we are sold 
on. 

To some housewives 
pliances mean freedom 
much of playing cook and waitress 
to one’s family and the beginning 
of leisurely entertaining. To others 
they mean simpler preparation of 
family breakfasts and the added at- 
traction of being able to sit with 
the family throughout the meal. 
And still to others they mean just 
so many more dust-collecting orna- 
ments. 

These three distinct groups rep- 
resent the varying degrees to which 
they are sold on the use of what I 
have come to regard as_ truly 
remarkable labor-savers. Unfortun- 


these ap- 
from so 


/ 


ately the first group, of which I 
2m an enthusiastic member, is in 
the minority. This condition is 
partly due to habit, which inclines 
to make us hostile toward any- 
thing that threatens to upset it, 
and partly to the indifferent way 
the appliances are often advertised 
and sold. 

To me the possession of table 
electrical appliances has meant not 
only relief from preparing break- 
fasts and other light meals for my 
family the old-fashioned way, which 
scarcely permitted me more than 
an exchange of greeting, but it has 
made it possible for me to entertain 
in my own home without the aid of 
a servant and with practically no 
trouble. While this may not mean 
so much to the average man, to the 
housewife it opens up new and very 
pleasant vistas. 

Although our lives are pretty full 
—what with housework and chil- 
dren—there are times that were it 





Electrical appliances add charm to the social table, as well as lighten 
the duties for the hostess and permit her to enjoy every moment 
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not for the little change we derive 
from occasionally visiting friends 
and having them visit us, we would 
soon learn to loathe the work we all 
love. 

Yet up to the time I began to use 
my table electrical appliances it was 
rarely I could muster _ sufficient 
energy to have friends in to tea, 
luncheon or a light supper. For I 
knew that while I would no doubt 
enjoy and benefit by their visit, the 
preparing of food for them would 
not only deprive me of much of the 
time I could otherwise spend in 
their company, but make a lot of 
extra work for me as well. 

The table electrical appliances 
have changed all this just as they 
have changed our daily breakfasts. 
I have often served tea and waffles 
or a light luncheon or supper con- 
sisting of creamed chicken on toast 
or something equally delectable, to 
as many as eight persons, with prac- 
tically no trouble and very few 
trips to the kitchen. 

A waffle iron, coffee percolator 
and a water kettle are sufficient for 
the electrical tea; and a_ grill, 
toaster, and the percolator or water 
kettle are the appliances necessary 
to serve the luncheon or _ supper. 
Which means that if a housewife has 
the electric toaster, grill, percola- 
tor, water kettle and the waffle iron 
she is absolutely independent of her 
range on all but very few occa- 
sions. 

This, of course, does not apply to 
dinner, which is the only really big 
meal of the day. But in a small 
family even this may be accom- 
plished with the table appliances, 
once the housewife has learned to 
handle them. 

In the days when I prepared 
breakfasts the old-fashioned way, it 
usually took me about half to three- 











keeping. 





N this article, Mrs. Chantler speaks of the saleswoman who sold to a customer a com- 

plete line of table appliances because this saleswoman had used appliances in her 
own housekeeping and knew what a saving they were in time and trouble. 

In this and articles to follow, Mrs. Chantler, who knows well the comfort and utility 

of electrical appliances in the home, will draw pictures of the joys of electrical house- 


(hese pictures are those which the successful seller must plant in the mind of the 
customer. She will also, as she does in this article, tell of some of the disadvantages and 
how to overcome them. It is unfortunate, of course, that every person selling electrical 
appliances cannot have had this housekeeping experience. Next to having these experi- 


ences is the reading of them from a person who knows. 
Mrs. Chantler knows the advantages ani the disadvantages, and she tells the truth. 








quarters of an hour to prepare and 
serve a_ breakfast consisting of 
fruit, eggs and bacon or ham, toast 
and coffee, most of which time I 
was away from the table. The same 
breakfast prepared at the table takes 
me about half the time or a little 
over when waffles or pancakes are 
included. Of course, I use many 
short-cuts. 

Often I fill the percolator with 
water and coffee the night before 
and stand it on the table ready to 
connect in the morning. This is 
perfectly good practice because the 
coffee and water do not mix as in 
the old-fashioned coffee pot, which 
would be likely to make the coffee 
very strong and bitter. 

The percolator is connected the 
moment I come down and so is the 
grill. And while this is going on 
I set the table, cut the bread for 
toast and prepare the fruit. The 
bacon or ham is usually cooked by 
the time we sit down to the meal. 
This I keep hot on the bottom of the 
grill compartment, and start fry- 
ing the eggs, which are cooked and 
ready to serve when the fruit is 
finished. | 

This comfort alone, it would seem 
to me, justified my investment in 
the table appliances, but when sim- 
plified entertaining is added to this, 
the investment is __ insignificant. 
Housewives who know or can _ be 
told the possibilities of the appli- 
ances will certainly want them, but 
unfortunately few of us know the 
work they are capable of perform- 
ing and not many salespersons are 
able to tell us—and thus we both 
prove the losers. 

Those women who do know what 
table appliances will do—who are 


sold on them—are often prevented 
from buying them because their 
homes in many instances are insuf- 
ficiently wired to enable them to 
make convenient use of the appli- 
ances. But the clever salesperson 
given an opportunity and the right 
stock can easily overcome this once 
the customer makes this known. 

Of course, those of us whose only 
recourse is the lamp-socket are not 
easily convinced that we need the 
whole group of appliances. The 
idea of so many cords hanging from 
lamp-sockets is anything but invit- 
ing. Visions of renewing “blown” 
fuses also tempers enthusiasm for 
this way of doing. 

In such a case we must be first 
sold on wiring and plenty of electric 
outlets before we can comprehend 
what it might mean to have the 
constant use of the appliances. It 
is different even where there are 


one or two electrical convenience 
outlets, or at least I found out it 
was different when I recently ac- 
companied a friend on a shopping 
tour for an electric percolator. 

After considerable looking, she 
finally found one she liked in a de- 
partment store. But before accept- 
ing her money, the saleswoman im- 
mediately brought out a _ toaster 
which she said was something new 
and turned the toast without touch- 
ing it. We were both interested 
and while we were occupied exam- 
ining the toaster, out came a waffle 
iron and an electric grill. 

She had a convincing flow of 
conversation; one _ listening was 


convinced this woman had used each 
of the appliances the better part 
of her life, she was not forcing the 
sale, “she just thought we would 
be interested to see the new 
(Continued on page 58) 





On the breakfast table, electrical appliances permit the housewife to 
eat with other members of the family without waste of time 
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Let's Talk It Over— 


Let's Look Backward 


OOKING forward is all right and every man 

should indulge in dreams of the future. Also 

he should use all of the material available to fore- 

cast his business. It is a poor merchant who does 
not do these things. 

However, looking backward sometimes is just 
as profitable. The summer slump is one of the 
obstacles in the appliance and radio business. A 
lot of merchants last spring resolved not to let the 
summer slump hit them as hard as in the past and 
indications are that most of these merchants fared 
fairly well during the hot season. At least they 
made gains. 

Now that we are on the eve of the fall business 
season, it might be well to take an hour or so and 
think over the summer’s activities and ask this 
question: “Was my slump a ‘summer slump’ or a 
‘merchant slump’ ?” 

In other words, did you do all that you could to 
move goods during the summer? Did you adver- 
tise in the proper way? Did you adapt your selling 
methods to the temperature, as you did your cloth- 
ing and living habits? 

Think it over, so that you may have a thought 
ready for next summer. 





Among the human services rendered by elec- 
tricity must always be included the electric drive 
for machinery. Electric drive in a shop always 
cuts down the proportion of accidents. 





About Ranges— 


HIS sentence is copied from a merchandising 

publication: “Electric ranges are now being 
sold in the store, just as wood ranges are being 
sold in the hardware store.”’ 

The comment is a part of a description of the 
selling campaign by an electric service company in 
a town of fewer than fifteen thousand people. The 
figures indicate that $25,000 of electric ranges had 
been sold within the city limits in about two years. 

In many of the older lines of business, the chief 
question seems to be as to whether the business 
will keep up with the times or merely watch the 


parade. 





Approximately 9,000,000 of this country’s 
22,000,000 homes are yet to be wired. This 
indicates a great increase of market in addition 
to the natural gain. 





Boosting the Average Sales Check 


HE style appeal can be used as a strong sales 
point with electric table appliances, as with 
women’s dresses. When a woman wants a dress 
to wear only in the kitchen, she buys a house 
dress; but when she wants a dress for wear when 
she goes shopping or receives guests, she is willing 
to pay much more. 
When a woman enters a store to purchase a 
table appliance, she instinctively looks for “good 
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value at a low price.” In case of a percolator, for 
instance, the tendency is for the salesperson to 
show a plain aluminum one, but he should not stop 
here. 

“Now, this is a good, substantial percolator, 
quite suitable for your breakfast table when your 
family is alone,” he may truthfully say. “But here 
(pointing to a more elaborate one) is one which 
you can use and be proud of when you have com- 
pany, and it will be decorative on the table. 

“However,” he continues, “of course the differ- 
ence is not only in style. Its heating element is 
protected by an automatic cut-off (or a fuse, as 
the case might be), which prevents it from burn- 
ing out. Then, too, you see the material is 1 
and so on, pointing out point by point the differ- 
ences. 

By a direct sales talk like this, any salesman 
should be able to greatly increase the amount re- 
ceived from the average table appliance sale. 








More than 30,000,000 pounds of copper are 
used annually in the United States and Canada 
by the electric lighting fixture industry, chiefly 
as a component of brass. 





About Demonstrations 


7 HENEVER and wherever demonstrations 
are spoken of, there come up seemingly 
intricate questions. It appears to be a much more 
serious question for a merchant to decide who shall 
conduct his demonstration than to employ a sales- 
man. Just why this is so, is hard to determine. 

When it comes to exhibiting in shows, other ques- 
tions arise. Recently in a Virginia City two range 
dealers representing the same line wanted the ex- 
clusive privilege of exhibiting in a food show. 
Finally it was arranged that four dealers selling 
this range in that general territory should occupy 
a single booth, the time being allotted. The results 
were very satisfactory and the expense not at all 
burdensome. 

A school board recently invited a range demon- 
stration with a view to purchasing school kitchen 
equipment. The space and time were limited. The 
service station manager solved the problem by in- 
stalling one range, and arranging for a cook rep- 
resenting another company and a lecturer from 
another. This made the demonstration impartial. 

All demonstration problems are simple if ap- 
proached in a practical way, and results are al- 
most invariably surprisingly good. 
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Ventilating fans are becoming more and more 
appreciated. Dairy barns and stables which 
house horses and mules that are worked heavily 
day after day can profitably install fans. 





Selling Refrigerators 


; ih ~ electrical industry has approached the elec- 
trical refrigeration idea with a great deal 
of caution, and it is proper that it should do so. 
Any item of merchandise that carries with it the 








Just Among Ourselves 


item of maintenance that the iceless icebox carries 
must be approached with care. 

Also the entire change of any well fixed univer- 
sal habit cannot be accomplished over night. The 
importance of refrigeration in the home is illus- 
trated by an incident of recent occurrence: A 
housewife was entirely out of patience with her 
ice man and she knew of a man whose service was 
much more satisfactory, but she refused the 
change to the new man because she had a remote 
fear of a shortage of ice and in that case she be- 
lieved the older man in the business would be a 
much more certain source of supply. 

The dealer who takes a line of electric refrig- 
erators should proceed with caution. He should 
first of all gain the support and cooperation of the 
electric service company. This statement should 
not only be that the company welcomes this busi- 
ness, but that it approves of the machine. There 
are going to be many manufacturers in this field. 
There are some that already have won approval. 
Some have not made an entirely satisfactory prod- 
uct. Others appear to be making a good product 
and are on the way to gain approval. 

The field is a wonderful one as to the merchan- 
dising future if the merchant proceeds with proper 
caution. 





At the beginning of this year 13,406,777 cus- 
tomers of the electric service stations were on 
the home lighting list. The total customers were 
16,555,714, an increase of 2,178,283 over the 
total of January 24, 1924. It’s a growing busi- 
ness and each service customer is a prospect for 
electrical appliances. 





As to Toys 


QO N Labor Day the children will come back 
from camps and the country, and those who did 
not get away for the summer will quit the yards 
and the amusements that have held their attention 
for the summer, and the next day “hit the side- 
walk” for school. 

On passing the stores two or four times a day 
these children will be greatly interested in “win- 
dow shopping,” and after they have made this 
trip a few times there will be little in the windows 
between their homes and school that they will 
not know about. 

Enterprising dealers of all sorts will have school 
supplies in the windows, and these will receive 
some attention and the display will sell many novel- 
ties in the way of novelty pencil boxes and other 
equipment. The wise merchant who does or does 
not sell school supplies will also put items of chil- 
dren’s interest in his windows. 

One of these items should be electrical toys. 
The child is receptive for new forms of amusement 
and these toys will arouse interest, and if these 
toys are properly displayed, will bring about a 
demand. Electrical toy manufacturers have found 
that early window displays are the secret of heavy 
Christmas sales. In September and October the 
boy and girl begin selling the parents on a certain 
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toy. Often the parents respond with relief and 
“one bit of Christmas shopping is done” when they 
ask the dealer to “put it away for Christmas.” 

If you have any doubt that a school opening dis- 
play of electrical toys is a good investment, just. 
try it and see how many you can have “spoken for” 
long before Christmas, while there is still time to 
reorder for the last trade rush. 





The retail price of the electric trons sold ex- 
ceeds $42,000,000. In numbers, 8,500,000 of 
these irons have been sold and the demand is 


steadily increasing. 





Electrical Appliances “Stick” 


HE outstanding quality of electrical appliances 

is “usefulness.” This attribute has more sig- 
nificance in its influence on retailing than is at first 
evident. 

Take the matter of returns, for instance. An in- 
vestigation now being made by the Domestic Com- 
merce Division of the United States Department of 
Commerce has already revealed that returned 
goods of some stores amount to nearly 30 per cent 
of their business. It is granted that 15 per cent is 
not an uncommon figure. 

A large part of the returned goods evil has been 
attributed, not to faulty merchandise, but to a 
decrease in value of the goods in the minds of 
customers. This is particularly true in regard to 
many style items. 

Electrical appliances, on the other hand, usually 
are not fully appreciated until they are in use 
in a home. The chief requirement for a salesperson 
is that he or she thoroughly demonstrate how to 
use the appliance, and the customer will find in- 
creased joy in using it. After a time the owner 
considers the appliance a necessary part of the 
home equipment. At this point, when an owner 
accepts an appliance as a necessity and she is pro- 
ficient in her use of it, quality enters as a prime 
factor in making it “stick.” If the retailer has 
sold a quality appliance, and the woman has been 
given a fair chance to prove for herself its use- 
fulness, the store is pretty sure to be insured 
against a return, and has done much te build 
good-will. ; 





Of the 17,000 coal mines in this eountry about 
one-half are electrically operated. 





Vibrators 


N this day of popularity of chiropractic, osteop- 
athy and massage treatments, the electric vi- 
brator is coming into its own. 

There is coming the day when these instruments 
will to a great extent take the place of superficial 
liniments and plasters. The mission is to relieve 
congestion. 

The sale of vibrators and similar health appli- 
ances is steadily increasing and the outlet today 
is chiefly through electrical departments and toilet 
goods counters. 











Fre 
we == 


Before Putting in Your Radio Stock 
Let’s Talk It Over 


With Arthur Sinsheimer 





‘—§ ERE we are at one of the 
H most difficult periods of the 
year where radio is con- 
cerned—a time when it is more im- 
portant than ever to watch closely 
every step you take in the matter 
of planning your stocks for the new 
season. 

Practically every manufacturer in 
the radio industry is ready with his 
new’ product, but prefers to give it 
a first presentation at some one or 
more of the radio expositions that 
start in a week or two, and for that 
reason it is difficult to get a good 
line on what he is holding up his 
sleeve. 

To be sure, many of the manufac- 
turers have already circulated some 
advance publicity relative to their 
products, and similar material is be- 
ing sent out most every day, but 
very few of the actual instruments 
—sets, parts or accessories—have 
been made available for examination 
or test, and so we simply have to 
wait a week or two until the first of 
these radio shows lift their curtains 
to reveal the latest style creations. 

Of course, there are always ex- 
ceptions to the rules, and we have 
already been invited to examine some 
of the new things and probably will 
test quite a few more during the next 
few weeks, so if, perchance, there is 
some particular product you want to 
know about at once, write us and we 
will give you all the information on 
it that we possibly can at this time. 

And while on the subject, we might 
say to you that from the things we 
have already been privileged to see, 
and from what we hear around the 
rialto, there is nothing startling or 
revolutionary to be expected in either 
sets, circuits or contraptions—noth- 
ing that will completely or even par- 





A Chat with the Radio Editor of ‘Electrical Goods” 
on a Few of the Things the Radio Buyer Can Do to 


Prepare for a Successful Radio Selling Season 


tially be of such advancement in 
radio science as to make obsolete 
most of the better instruments which 
we are now enjoying. 

On the whole, as we see it at this 
writing, you can expect mostly 
changes in cabinet designs, parts 
construction and circuit simplifica- 
tion, with several styles of battery 
eliminators and batteryless sets, to 
be run from regular house current 
vieing for premier honors. 

So while the overture is still play- 
ing preparatory to the starting of 
the “show,” let us take a last look 
around the house and see if our audi- 
ence is keyed up and ready to enjoy 
the performance. 

Your August Radio Clearance 
should have by this time reduced 
your stock to a minimum, which not 
only gives you room to receive the 
new goods when they arrive, but also 
has given you that much added cash 
to make purchases and to properly 
discount bills when they fall due— 
an important matter which must be 
taken advantage of according to all 
rules of good merchandising. 

Then there is your advance adver- 
tising to think about. Whether it is 
newspapers, letters, circulars or even 
by word of mouth, your customers 
must be told how closely you are 
studying the new products as fast 
as they make their appearance, and 
how you plan to give them the best 
that the market has to offer during 
the new season. 

Set a definite date for your Fall 
Radio Opening and see that every- 
one in town gets a hearty invitation 
to attend the event. Make it plain 
that your guests on this special occa- 
sion may feel free to accept your in- 
vitation without any obligation 
whatsoever. Make it a sort of get- 
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together evening when everyone will 
have a first opportunity to inspect 
the new sets and other apparatus 
which you will by that time have in 
your store. 

If at all possible, have a special 
hour set aside during the Opening 
when someone connected with your 
radio department will give a talk and 
actual demonstration on one or more 
of the new sets and also bring out the 
salient characteristics of some of the 
new parts and accessories. 

Don’t let it be a technica) talk in 
any sense but rather a practical ex- 
planation of what the new things 
will do under proper methods of 
usage—and “our readiness to help 
our customers attain the best re- 
sults from their radio instruments 
at all times’—a sort of “ready to 
serve you” inference smoothly put 
over. 

Oh, yes. Souvenirs. Not expen- 
sive ones but simply little mementos 
of the occasion. Little folder lists 
of the local and more important dis- 
tant broadcasting stations, neatly im- 
printed with your firm name and a 
little service talk would make ex- 
cellent souvenirs and ones_ which 
your guests would keep for the valu- 
able information they contain. An- 
other way of keeping your radio de- 
partment before them. 

You can give these out to everyone 
that attends the opening or better 
still, take the names and addresses of 
your guests and tell them that you 
have a little souvenir of the occasion 
that will be sent to them with the 
firm’s compliments at an early date. 
And there you have the nucleus of a 
good mailing list that will come in 
handy more than once during the 
season. 

(Continued on page 58) 








PART of the romance of the electric industry is the venturing into waste places and mak- 
ing them productive. The Kerckhoff Dam of the San Joaquin Light and Power Com- 
pany is 45 miles from Fresno, Cal. Water from this dam is taken through a 18 x 18-foot 

tunnel three and a half miles to the power station where it operates the Kerckhoff Power 
House, having a generating capacity of 56,800 horse power. The current is then carried by 
cables to Fresno, where it supplies light and power for manufacturing and for home use. 
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These photographs 
are ef actual house- 
keeping operations 
in a Red Seal Home. 
At the right is illus- 
trated a_ breakfast 
scene such as Mrs. 
Chantler = describes 
in her delightful 
picture of what the 
housekeeper wants 


Below is a tempo- 
rary invalid who is 
equipped to take 
care of her needs 
while the family 
goes about other 
duties. Note the ex- 
tra cord and_ the 
duplex tap, which 
enable her to oper- 
ate two appliances 
from a single outlet 
at regular cord dis- 
tance from the table 
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This is washday in a Red 
Seal Home. Note that the 
housewife is carefully 
folding the clothing for 
the wringer to protect but- 
tons, and that she _ has 
backed the washer close 
to the tuh of rinse water. 
Back of her is a fan, 
made possible _ be- 
cause of the num- 
ber of outlets in this 
up-to-date basement 











The ironing is receiving the same 
careful attention. This woman is 
foo smart to “just put in the 
clothes.”” By careful handling she 
is saving laundry bills by ironing 
her husband’s semi-soft collars 


These are good points te remember 
in a demonstration 





Lazarnick Photos 
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The UNIVERSAL Washer is built to give service—not to | 
require Servicing! ‘The first cost is the last cost—no extra 
cost to dealer for servicing—no additional expense to cus- 
tomer for repairs. Makes an easy sale; once sold it does 
not call back to the dealer for expensive time and repairs. 


Out-Demonstrates All Others 


Comparison tests under conditions of cleaning to be 
done in the home with other cleaners proves that the 
powerful suction of the UNIVERSAL, through its 
patented nozzle, will do a better job than any other 
cleaner. No belts to break—no unsanitary brush to 
clean or get out of order. 
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LANDERS, FRARY & CLARK “Siew NEW BRITAIN, CONN. 
































Roasts and 
Browns 
@\ Perfectly 


UNIVERSAL 
Portable Electric 
Oven Cooker 
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Another Universal Achievement _ 
to Bring You Greater Sales and Profit 


For all kinds of Electric Cookery in the Home and for carrying 
cooked food for hours at the serving temperature while touring. 
Roasts, bakes, stews, cooks a complete meal for 3 persons at one 
time at very small cost. Cooking chamber is highly insulated, 
which enables much of the cooking to be done on stored heat, 
without attention, using less current than an electric iron. 

Keeps food appetizingly hot for hours after the current is 
turned off. Cold foods can also be carried for long periods in 
this cooker. Operates from any electrical socket. 











LANDERS, FRARY & CLARK asprtiance ‘ow=w. NEW BRITAIN, CONN. 


























The famous Liffel Tower in Paris has suc- 
cumbed to the electric sign movement, 
The sign advertises automobiles 





























J. A. Jenkins hopes that the machine illus- 

trated here will make possible the transmis- 

sion of motion pictures along with sound by 

radio processes. Mr. Jenkins is rated as a 
leading radio experimenter 








HURCHES are joining in the Great White Way movement, instead of leaving the night 
A advertising field to the amusement merchants. This floodlighting plan has made the 
{venue Methodist Church, Minneapolis, an artistic night picture 


Hennepin 
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Minimizing 
Macy’s 
Repair 
Griefs 


Detailed considera- 
tion of Macy’s ser- 
vice plan is given 


on page 12 
Buying Right = 


By buying only quality 
electrical appliances, J. L. 
Cinsburg, in charge of the 
electrical goods department, 
cuts down troubles which 
arise from faults inherent 
in the merchandise itself. 
He is seen here inspecting 
a heater before placing an 
order 


Selling Right 


Thorough education of purchasers in the 
detailed points on use and care of appli- 
ances goes a long way to cut down service 
calls, since it has been found that about 
75 per cent of appliance troubles are due 
to ignorance. This saleswoman is warn- 
ing, “Don’t get water on heating element”’ 


Servicing 
Right 


Two service men who 
know their jobs handle 
all repairs. Octivus Gre- 
goire, the inside man 
seen at the extreme left 
testing an iron, repairs 
small appliances which 
come into the store. 
Patrick A. O’Riordan, 
the outside man, is seen 
packing his kit to call 
on owners of large ap- 
pliances which have 
“gone wrong”’ 
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Radio Show Time Is Here 


By Arthur Sinsheimer, Radio Editor 


CONTINUOUS and careful 

ments and editorials is almost 
compulsory if you are to keep well 
posted on the daily trends of the 
radio industry, but to my mind your 
attendance at as many of these radio 
expositions as you can possibly find 
time for will prove far more valu- 
able as a means of supplementing 
your reading than any other course 
you could take in practical radio 
merchandising. 

Now let me give you a little slant 
on how I would attend these exposi- 
tions if I were a radio buyer. Being 
a hard-headed individual and know- 
ing that buying mistakes are costly 
ventures to my “boss,” I would enter 
into the true spirit of these exposi- 
tions by carefully studying’ the 
products of every manufacturer’s 
exhibit. 

Step up to the person in charge 
of a booth, introduce yourself and 
then get acquainted with the product 
being shown. Ask all the questions 
about it that you want answered and 
when you think you have learned 
all the salient features of the par- 
ticular product, ask for descriptive 
printed matter so that you can take 
it home and refresh your memory 
on it at a later date when you pre- 
pare to place your orders. 

And while in each booth, be sure 
to ask questions about the firm’s 
selling policy so that you will know 
all about the reliability of the con- 
cern should you decide later to 
handle that merchandise. Every 
trustworthy manufacturer will wel- 


come such interest on your part be- 
reading of all radio advertise- cause he is primarily there to ac- 











The Time—the Place 
and the Whirl 


Aug. 22-28— Third Annual Pacific 
Radio Exposition, Civic Audi- 
a San Francisco. 

Sept. 5-12—Third Annual National 
Radio Exposition, Ambassador 
Auditorium, Los Angeles 

Sept. 12-19—Fourth National Radio 
Exposition, Grand Central 
Palace, New York City. 

Sept. 14-19— Second Annual Radio 
World's Fair, 258th Field Artil- 
lery Armory, New York City. 

Sept. 14-19—Pittsburgh Radio Show, 
Motor Square Garden, Pittsburgh. 

Sept. 14-19—-Winnipeg-Canada Radio 
Show, Royal Alexander Hotel, 
Winnipeg. 

Sept. 21-26—Omaha Radio Trade Ex- 
position, City Auditorium, 





Omaha. 
Sept. 28-Oct. 3—National Radio Ex- 
position, American Exposition 


Palace, Chicago. 

Sept. 28-Oct. 3—Calgary-Canada 
Radio Show, Memorial Hall, 
Calgary. 

Oct. 3-10—Philadelphia Radio Ex- 
position, Philadelphia Arena, 
Philadelphia. 

Oct. 5-10—Second Annual Northwest 
Radio Exposition, Auditorium, 
St. Paul. 

Oct. 5-11—Washington Radio Show 
er Convention, Washington, 
) a * 

Oct. 12-17—-St. Louis Radio Show, 
Coliseum, St. Louis, Mo. 

Oct. 12-17-—— Boston Radio Show, 
Mechanics Hall, Boston. 

Oct. 12-17—Second Annual Montreal- 
Canada Radio Show, Windsor 
Hotel, Montreal, 

Oct. 17-24—Annual Radio Show, 23rd 
Regiment Armory, Brooklyn. 
Oct. 19-25—Second Annual Radio 

Exposition, Music Hall, Cincin- 





nati. 
Nov. 2-7—Second Annual Toronto- 
Canada Radio Show, King 


Edward Hotel, Toronto. 

Nov. 3-8—Detroit Radio Show, Arena 
Gardens, Detroit. 

Nov. 7-15—Annual Radio Show, 
Public Hall, Cleveland. 

Nov. 9-15—-Annual Radio Exposition, 
Civic Auditorium, Milwaukee. 
Nov. 17-22-——Fourth Annual Radio 

Exposition, Coliseum, Chicago. 
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quaint you with his product and 
does not want to make you feel ob- 
ligated in any way except to know 
of his reliability and quality of mer- 
chandise. 

After gathering all the circulars, 
ads and descriptive matter as above 
outlined, get the express company 
to deliver them to your home and 
every evening during the following 
week, as part of your exposition 
education, go over every item and 
make notes on the various ones you 
contemplate putting into your stock. 


It sounds like a hard, tedious 
process but it will repay you to 
follow some such plan of careful 
selecting so that you won’t find 
yourself overstocked later in the 
season with haphazardly picked mer- 
chandise which will undoubtedly 
prove to be slow selling because you 
did not select it with your usual 
care. 

Buyers from Missouri don’t need 
to worry, but to.all others I would 
suggest this mental slogan while at- 
tending any of the expositions— 
“Show Me.” Now don’t get this 
wrong. Don’t walk into any booth 
with a “show me” attitude—it isn’t 
fair to the exhibitor and it doesn’t 
get you anywhere in the firm’s re- 
spect. Rather make your visit a 
friendly one and you'll find the ex- 
hibitor ready to open up and ex- 
plain fully the “whole works’— 
you'll be shown in proportion to the 
interest you show and you should 
try to attend as many of these 
shows as you possibly can—they are 
practically educational. 























SO MANY 


So many advertisements—so many magazines—there’ ll be 
scarce a boy or girl 1 in America who won't be thrilled by 
—and buying “American Industry in Miniature’”— 
Knapp Electric Toys. 


You're not too old to have a Christmas stocking. Stock- 
ing Knapp Toys is a stocking that will give your cash 
register many a merry sock these coming months. 


FULL PAGES IN COLOR, half pages, quarter pages— 
nearly 8,000 ads altogether. 


National Geographic, American Boy, Boys’ Life, Youths 











Companion, Child Life, 


A complete line—more than fifty electrical toys 


Popular Science, Popular 
Mechanics—these are the magazines we are using. 


ican Industry in Miniature.” 
Complete dealer helps, a wonderful catalogue. 
We want to tell vou more about it—write us. 


‘* Amer- 





Knapp Electric Corporation, 


Department 111, Port Chester, New York 


AMERICAN INDUSTRY IN MINIATURE 


Bench Drills Knapp Knapp Motors Electric Queéstioner 
Sensitive Drills Transmission and Motor Transformer 
Punch Presses Accessories Accessories The caly l-vek cep 
Rocker Screens 3 pulley Countershaft Miniature motors, bat- Transformer | 
Mixing Kettles 5 pulley Countershaft tery, A. C. or D. C. pri octate 
—. 7 pulley Countershaft from $1.50 to $5.50 age | A 
ack Saws 9 pulley Countershaft many models Signage 
Emery and Bufiin Hand Generators 
Whocle ” Motor Gear boxes 
, Hand drive gear boxes 
a Electric Thriller 
Accessories 
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EER PEET. I got your let- 
ter telling all about how the 
boss took you with him to the 

banqwit where the Conversashon- 
alist minister told a story with dam 
in it and where they had fancy 
eets all the way from jigsawed 
grape fruits to ice creem in 3 
cullers and Pildoodles Harmonika 
Orkestra played on a pianna and 
a fiddle and 3 saxxofones between 
times. The old town is getting 
rite up to date aint it. 

Well you wach your step Peet 
or youll get to be a cake-eeter in- 
sted of a shoe store bizness man. 
You awt to be lerning more about 
pedestal extremmities and not so 
much about theez high skool girls 
that put the flap in flapdoodle. 

A feller in this new electrick 
bizness dont hav enny time for 
enny such stuf. There is so much 
to lern about electricks that youve 
got to be studdying it up all the 
time or your customers are going 
to be asking you a lot of qwestions 
you dont kno the ansers to. 

Now what chanse wood I| hav to 
sell ennybody a radio outfit if I 
didnt kno enny more about selec- 
tivvaty than what you probbly 
kno about orthopedicks or what- 
ever it is that you dont kno about. 

This electrick bizness is a kind 
of a sience and youve got to lern 














about it if youre going to get enny- 
where. The trubble is that cus- 
tomers dont kno and they want to 
kno and they ask you. Why when 
I started in heer Peet I didnt kno a 
hedset from a mazda. I thawt a 
volt was sum kind of a Russhan 
drink and | thawt a killowat was a 
French mile. Persy had me purty 
neer crazy sending me all around 
after fool things that there wasnt 
enny such thing. 

Then I just sed to myself, 
“Johhny old top, this electrik biz- 
ness is qwite a thing after all and 
if youre going to be ennything be- 
sides just a ordinary counter 
creeper you got to dig in and find 
out what its all about.” 

Since that | bin digging. I reed 
in the electrick papers that the 
boss gets and | reed the advertise- 
ments and the other stuf and 
everything and Ime lerning it Peet. 
Dont you think | aint. Mebby its 
becaws Ime just lerning it myself 
that I get intrested talking about 
it to customers. You see when 
the boss gets to talking to a cus- 
tomer about a electrick oven, first 
thing you kno heez all het up 
about resipprocating swiches and 
trippel baked enamels and | dont 
kno what all. Well what does that 
woman kno about such things? 
And what does she care Peet? 
She wants to kno if the oven bakes 
good cakes and if the boss wood 
talk more about baking cakes and 
not so much about baking en- 
ammle sheed lissen better. 

When a mans buying a radio, 
whats he care mebby about a— 
now get this Peet—a non-rejen- 
nerativ detecter toob, or a awdio 
frequwensy ampli—good nite | 
cant spell em. What a man gen- 
erally wants and alwys what a 
woman wants aint those things but 
they want to kno if they can get 
gsod stuf over the masheen and 
can they get it cleer and from a 
good ways off? Thats it aint it? 
Yes and so Ime trying to lern 
all about this sience stuf so Ile kno 
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what they want to kno and can 
tell it to em the way I kno it, and 
thats in regguler langwij moren in 
this patent kind of talk that it 
takes a collij grajuate to get thru 
his bean. 

And it aint to eezy at that. 

Persy kids me for studdying on 
this stuf. He says “Whats the 
good of all that? If youd teech 
me a new foxtrot step Ide be with 
you. 

‘Yes,’ I sed, “and if your 
branes was as smart as your feet 
and got used as much, youd be 
manajer of a store long ago insted 
of just being the clerk that says 
to most of the customers, ‘I dont 
know. Ile go ask the boss.’ ”’ 

Most fokes has got Persy sized 
up purty well. Theres Ez, the nite 
wachman on our block. He gets 
off sum purty wize crax for an old 
feller. We was talking about 
Persy one day and I| sed I thawt 
Persy was dum and he sed if 
branes was dinamite Persy coodnt 
blo his hat off. Persy aint enny 
kid enny more and heez getting 
kind of bald in spots but he says 
its prematoor. Ez askt him why 
he didnt get bizzy and gro sum 
hare. Persy sed he coodnt raze 
hare and branes at the same time. 

Well so long old timer. Rite 
soon. 

Yours for bizness, 
Johnny 


 t Don’ KNow] 
TLL GO ASK 
| THE Boss ! 


—_—_—_—_—— 























Eee 


Every issue crammed with 
sales-producing ideas 











A glimpse into the 
August issue 


A kitchen lighting campaign 


The details of a plan for merchandising 
kitchen units which was used with great 
success on the Pacific Coast. It is asystem 
that any Agent in the country could use 
to his profit. 


Turnover 





A page of cartoons by Milt Gross that 
make you laugh and think as well. 


Also two pages of pictures of buildings 
in Salt Lake City covered by “E” contracts. 











Location 


How a small Agent worked up a big 
business in a little store located in the sub- 
urbs. Profitable reading for any Agent. 





The latest ideas in window displays 


Publicity suggestions of timely interest 


























WELVE times a year the Edison _perienced salesmanship. And it is sug- 
Sales Builder brings helpfulcoun- _— gestiveofideas that are as easy to follow 
sel to every Edison Mazpa Lamp _- as they are sure to promote greater 
Agent. Itstitleisapt. It'sasalesbuilder sales. The confidence which Edison 
in every sense. It gives each Agent full Mazpa Lamp Agents place in it is 
benefit of the creative thought of ex- both gratifying and proof of its value. 


Are you getting the Sales Builder? 


DISON MAZDA LAMPS 


NERAL ELECTRIC PRODUCT 
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Electrical Business Briefs 


SPECIAL study made by Hornblower & Weeks, New 
York bankers, of the growth of the electrical appli- 
aati 2 7 ance industry shows that 13,000 washing machines 
Trickle {Poo rmet a valued at $1,000,000 were sold in 1914, and 612,000 valued 

Charges = ati at $85,680,000 in 1924. 
: Sales of vacuum cleaners in 1924 are estimated at 1,250,- 
000, valued at $69,000,000, and of electric irons 2,500,000, 
valued at $14,750,000. The average value of a washing 
‘ee machine is estimated at $150, indicating a value of $600,- 
000,000 for the 4,000,000 or more in use in the United 
ii States in 1924. There were only 50,000 in use in 1914, of 

; sonnei \ ua an estimated value of $5,000,000. 

a. ‘BU The bankers point out that at the close of 1924 there 
| were approximately 13,250,000 homes in the United States 
wired for electricity of a total of about 26,000,000 homes; 
that 75 out of every 100 had an electric iron, 44 of every 
100 had a vacuum cleaner, while only 29 of every 100 had 


* 
E ul our Set an electric washing machine. 
At the current rate of consumption and allowing for 
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obsolescence, it is conservatively estimated that in 1929 
° there will be more than 7,600,000 washing machines in use 
in 22,850,000 wired homes valued at more than $1,100,000,- 
Wit 000, or 33 for every 100 wired homes. If this rate is in- 
creased to even 40 in every 100, the total of electric wash- 
ing machines will exceed 9,000,000, or over twice the 
number now in everyday use. 


FAN STEEL 
* |= retail value of radio receiving sets and parts to be 
sold in 1925 is estimated at $500,000,000, compared with 
a value of $50,000,000 for sets sold in 1922, according to a 
survey of the radio industry just completed by the Copper 
and Brass Research Association. In 1922, it is pointed 
out, there were hardly 100,000 radio sets in use. In 19238, 


° ° the number had increased to 2,000,000 and by the close of 
d; f this year it is estimated that 5,000,000 sets will be in ser- 
vice. 

4 10 OWEYV 1 AY The present rate of manufacture, according to the sur- 

vey, indicates that 1925 production will be 2,000,000 sets. 
Radio, it is added, now appears to be as universal in its 
A . appeal and as much a necessity as the automobile, so there 
t e 1 ea ra 10 is no reason to look for any falling off in sales in the next 
few years. The radio purchaser is not only a good cus- 
| tomer for tubes, batteries, plugs, jacks and other parts, 
power supply | but almost generally ke is ready, after using a set a year 
or two, to scrap it and replace it with another which has 


a more stylish cabinet or a newer “hook-up” or more tubes. 

















America. Distributor’s discount is 45 per cent and dealer’s 


I'he Balkite BatteryCharger — EDUCTION in the suggested list price of Radiotrons to 
° ° - S c ) mS the c - § i 
and Balkite Trickle Charger $ as been announced by the Radio Corporation o 


| discount 30 per cent. 





for charging —" batteries— | This reduction, it was announced, is in pursuance of the 
. ‘ ‘ Radio Corporation’s policy of lowering the cost of radio 
entirely noiseless. Balkite"“B”’ ny sonar pba the ——— — processes 
and increased consumer demand permit it. 
66 99 ° . . ’ 
replaces “B” batteries—for — | o¢"Standarlizing “Radiotron’ bases, ‘resulting tw’ the nal 
° doption of one standard “push” type base for all Radio- 
sets of 5 tubes or less. Balkite mo pede 
. g purposes. ; 
—_* Il f f 6 The new standard Radiotron bases will be made in two 
—Tlor sets 0 tubes sizes with respect to the molded — - — mp but 
they will have identical contact pins, and the identical spac- 
OT more. | ing of the pins. 
FANSTEEL PRODUCTS CO 7 Inc. NNOUNCEMENT has been made of the sale of 50 per 














North Chicago, IIl. cent interest in tke Servel Corporation, New York City, 
to a group of nationally known electric light and power 


executives headed by H. G. Scott, vice-president of the 
FAN STEEL 


Columbia Gas & Electric Company, who has resigned that 
* position to take the chairmanship of the board of directors 

a 1t e and the executive committee of Servel. 
RTHUR SINSHEIMER, radio editor of ELECTRICAL 


: 4 £\ Goons, has been appointed chairman of the Press Com- 
1 O OWeyY 1 fs mittee for the Fourth National Radio Exposition to be held 
Sept. 12 to 19 in Grand Central Palace, New York City. 


Si he beginning of public interest in radio as an 
mepegarcerace destin seat ata peeps dial osiamienaiaied and aieieanieatal medium, Mr. Sinsheimer has 
ee SALAS SS Sw” es been active in radio circles, through his connection with 
—— _—___— a me Dry Goods Economist, which has been a leader in urging 

=| ethical and sound methods of merchandising radio products. 
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You Cannot . \fford to Take Chances 


As an established dealer in reliable goods, your patrons look to 
you for reliable merchandise, and you cannot afford to take 


chances. 
Here is a vacuum cleaner which both safeguards your prestige 



























and increases your sales opportunities. 

The JEWEL, a cleaner which has always sold for $55.00, has 

recently been reduced to retail for only $39.75. It has all the reli- 
abi. and sturdiness of regular high-priced cleaners—yet it has 
the universal appeal of LOW PRICE. 
Fifteen years’ manufacturing experience and 
an iron clad, two-year guarantee behind each 
JEWEL is positive assurance that the cleaner 
is one you can safely stand behind. Its $55.00 
features and the price reduction cut sales re- 
istance so low that you can build a quick- 
turning, large volume business right in your 
store WITHOUT HOME DEMONSTRA- 
TION. 


FEATURES YEN ea 
of this he, Kong ips 2 
Bigger Better \Y Whee EWE 
Cleaner \ eae 


ELECTRIC VACUUM CLEANER 





Oversize 1/5 H.P 
motor with plenty ot 
reserve power for the 
hardest work. 


Non-cramping Pistol ; 
Grp handle with convenient 
push button switch. 


Order a sample JEWEL 
today! If it does not come 
up to your expectations, re- 
turn it for full credit. 

If your jobber cannot sup 
ply you, write us direct. 


htt eee eee ee Lee 


eerie 


Full 14-inch Streamlined 
Aluminum nozzle. 


Long nozzle points get into 
corners and out-of-the-way 
places. 

Special rear roiler adjust- 
ment to raise or lower noz- 
zie for different rug nap 
thicknesses. 


Finest aluminum castings. 


CLEMENTS MFG. CO. 
608 Fulton St. 
Chicago 


Double _ detachable, self- 
cleaning brush. 





Tested and approved by 
famous Institutes. 


— 


Guaranteed for 2 Years 
Long Distance 
Telephone 
Monroe 6606 
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New Goods to Sell 


Generator Set 





The Mak-A-Lite which creates elec- 
tricity by turning a crank is being 
manufactured by The Knapp Electric 
Corporation, Port Chester, New York. 
This consists of a generator, Knapp 
power plant, light, belt, and cord, 
mounted on red enameled wood base. 





Equipped with 
a 25-ft. cord, con- 
venient switch, 


Floor Polishing Machine 
tampico bristle 
brush and a uni- 


versal motor, a 


j wax electric floor 
polisher, which 
operates directly 
from any light 
socket at a cost 
of less than two 
cents an _ hour, 
has just been in- 
troduced by S. C. 
Johnson & Son, 
Racine, Wis. The 
manufacturer 
| states that the 
/ 





polisher’s com- 
pact size makes 
possible its use 
under and around 
davenports, beds 
and such obstruc- 
tions. 

The floor pol- 
isher is suitable 
for use on both 
wood floors and 
polished linoleum, 
of various types. 




















Radio Loudspeakers 





Three loudspeakers, one with a ma- 
hogany cabinet finished in brown, il- 


lustrated above, and two _ horn-type 
speakers, are announced by C. Brandes, 
Inc., 233 Broadway, New York City. 
The cabinet speaker is adjustable for 
maximum volume and is equipped with 
the same unit as “Type H” horn-type 
speaker. “Type H” speaker has a horn 
with an antique finish, and is adjust- 
able by a turn of a thumb screw. The 
third speaker is the improved adjust- 
able table talker. 





Toy Electric Locomotives 


1 one. yar <3 OTD- m =" 
Hil iy: oe 2 ai 





Several toy electric locomotives have 
been introduced this year by The Lio- 
nel Corporation, 48 E. Twenty-first St., 
New York City, to operate on “0” gage 
and “Lionel Standard” track. The loco- 
motive illustrated above is No. 251. 
The various locomotives are modeled 
after the latest types seen on the large 
electrified railroad systems. Heavy 
sheet steel is used in the construction 
of the bodies and they are equipped 
with brass and nickel fittings. 





Electric Lawn Mower 





To supply the demand for a light, 
practical and inexpensive power lawn 
mower for use on lawns not extensive 
enough to warrant the purchase of 
gasoline machines, the Coldwell Lawn 
Mower Co., Newburgh, N. Y., an- 
nounces the new Coldwell electric 
power lawn mower. To operate, one 
merely pushes the button of the con- 
trol switch forward and then steers the 
machine wherever it is desired to mow. 
One hundred and fifty feet of supply 
wire is carried on an automatic reel 
which pays it out and takes it up auto- 
matically. It is equipped with a spe- 
cially designed G. E. % h.p. universal 
motor. The mowing unit is equipped 
with Timken tapered roller bearings 
and cut steel gears running in oil. The 
machine cuts a 21 in. swath and weighs 
approximately 150 Ib. 
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Portable Heater 





A radiant heater with a black crys- 
tal-flake finish similar to that used on 
many radio loudspeakers, has _ been 
added to the “Ev’ryday” line of appli- 
ances by the Marion Electric Corpo- 
ration, Marion, Ind. The heater is 
equipped with a hand-wound Chromel 
heating element of the removable screw- 
base type. 





Two-Way Tap 





A new two-way current tap, made for 
use in base outlets and packed in a unit 
carton of ten, has been introduced by 
M. Propp Company, 524 Broadway, 
New York City. This will fit the stand- 
ard outlet and the receptacles will re- 
ceive any standard plug. 





Electric Oven-Cooker 

















For all kinds of electrical cookery in 
the home, an electric oven-cooker which 
roasts, bakes, browns, stews, boils, 
steams and fricassees, has been intro- 
duced by Landers, Frary & Clark, New 
Britain, Conn. It has a cooking well 
10 in. deep and 6% in. in diameter. 
The height over-all is 13% in. It 
operates from any electrical outlet. 
The lining is heavy aluminum. 





One of the best things produced during $ y, 50 


our 50 years in business. 


,\VERY dealer who handles electrical In plain Brass, Bronze 
specialties is familiar with Greist #4 !vory. 
Lamps—knows them as high class mer- Otherbeautifulfinishes 


h a —one of which is here 
cnanaise. shown—to retail prof- 


Now we have produced this Super Apyust- ‘*#>lyat 


ABLE Lamp. It is a direct result of our $3 O00 


15 years’ successful experience since we 

began the manufacture of the WALLAcE, 

which established the market for adjust- 

able clamping lamps. 

Never before has it been possible for you to Prices bigber 
offer the equal of this new lamp—in qual- ‘ /« "es 


and Canada. 


ity, utility and beauty of design—at such a 

compelling price. 

Get an ample stock—make them a price leader— 

feature them in window displays with the JuNIORLITE 

and other popular Greist Lamps. You can make a Foreign Representatives: 

most effective display by showing them lighted, yy w. Beers Electric Ci Bi tie, 20 Ben 4) 
clamped on show window ledges, standing on counters Juan De Letran, 5, Mexico, D.'F. —\ , dd 
and hanging from side walls. L. G. Hawkins & Co., Ltd., 30-35 Neng \\) | X ~~ 
Write for prices and full | information. Make selec- Mensien . ee als nas tine a in| 
tions from our complete line. A good assortment of Street, West, Toronto, Canada. 


Greist Lamps will make money for you. Slade, Allan & Co., 181 Clarence Street, 
Sydney, Australia. 


Ww 


to back of chair Uy 
. ~ 


Please mention this magazine when writing. 








THE GREIST MFG.CO NEW HAVEN.CONN 











HE small portable lamp is 
following its show cousin, the 


decorative lamp, into. sales 
popularity and to a remarkable ex- 
tent, the success in retailing the 
smaller line of lamps depends upon 
the merchant’s ability to convey to 
his store visitors the qualities of this 
lamp. 

Chief among these qualities is the 
intimacy between the lamp and the 
user. The shopper must get that 
idea; the idea that once he has this 
lamp, the light that it gives is his 
own and that he can direct its rays 
where and when he wants them. If 
he cares to shift his position while 
working or reading the light rays 
can follow his center of interest. 

The idea harks back to the days 
of primitive lighting, when the well 
regulated household had on _ the 
mantle a candle or small hand lamp 
for each member of the family and 
guest and when the retiring hour 
came, each person took his lamp with 
him. 

In those days, too, each member of 
the family circle, having special work 
to do, was entitled to take a lamp or 
candle and adjust it on table or 
chair to his own needs. 

This is the idea that must prevail 
in the sale of these portables. 

A merchant who had used one of 


Let the Display 


Establish the 
Intimacy of the 


Clamp-Type 
Lamp 


the clamp style lamps in his own 
home and had become enthusiastic 
about them, stocked them liberally 
and was greatly surprised to find that 
they did not move from the counters. 

At the suggestion of a factory 
salesman, he personally investigated 
the display and the sales force put 
behind them. 

He found that not one of the young 
women behind the counter had ever 
used such a lamp and that the only 
display that had been made of them 
was to stand them on the counter. 
The line was attractive, well colored 
for the various styles of furniture 
and decorations, and _ variously 
priced. 

This merchant started his educa- 
tional work by suggesting that the 
head saleswoman take one of the 
lamps home, try it as a sewing ma- 
chine lamp, for reading in bed, on 
her chair and at the side of her 
dressing glass. 

This saleswoman did that very 
thing and a week later the lamps’ be- 
gan to move. Lamps had been sold 
to other members of the sales staff 
at cost and they had become enthusi- 
astic about them and began to impart 
this enthusiasm to all who stopped to 
look at the lamps. 

Next, these lamps began to appear 
in various parts of the house fur- 
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nishings department. One would be 
clamped to a sewing machine and it 
was turned on when the machine was 
demonstrated. 

They were placed on the backs of 
the large chairs and on the children’s 
desks, which were sold in this de- 
partment. 

The latter use brought surprising 
results. It was found that many per- 
sons had hesitated to buy these toy 
desks because there appeared no well 
lighted location for them in the home 
and the parents had opposed putting 
the child and his desk in a dark 
corner. The lamp solved the ques- 
tion and distinctly promoted the 
sale of these desks. 

This personal lamp, that can be 
carried to all parts of the house or 
store and made useful wherever 
there is an electrical connection, has 
apparently not found its sales home 
except here and there. Sales records 
indicate that some hardware stores 
and some department stores have 
made excellent sales records with 
these lamps. 

The clamp type lamps have not 
found their sales home, as a rule 
with the floor and bridge or other 
decorative lamps. The furniture de- 
partments, likewise, are not appre- 
ciative of them because of the low 
price per item of sale. 
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ONE DIAL SETS 





BRANDEIS TABLE MODEL 


Two toned finish either Walnut or Mahogany. 
5 Tube Set, ONE DIAL ONLY 
blow out, Vernier adjustment. 
contained. Panel of figured 
connections from the back. 
Retail price without accessories 
Recky Mountains $110, 


Batteries 
parchment. 
On and off switch. 
$100, west of 
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BRANDEIS CONSOLE MODEL 
Two toned finish of five ply veneer Walnut or Mahogany. 
This set is equipped with Brandeis Loud Speaker which is 
self contained as are all the batteries. 5 Tube Set. a 
DIAL ONLY. ud Speaker, Tubes cannot blow out. 
and off switch. Retail price without accessories $150, 
west of Rocky Mountains $1609. 


JOBBERS 


the practicability of 


tion and consumer publicity. 
insures success from the start. 


sideration. 


(pur plan of distribution is built around an iron- 

clad Franchise that protects you and sales 
cooperation that assists you in developing a profit- 
able trade, and holding it. 


If you are a conscientious distributor who appre- 
ciates the fact that Radio must be handled upon a 
sound basis of service, then we want you and you 
want our Franchise. 


This is the Radio you 
will buy for your own use 


The five tube Brandeis Radio with one dial is the acme 
of simplicity—it’s the one radio your customers have 
been waiting for. The idea itself will bring prospects to 
your show rooms and a demonstration will make them 
friends and customers. 


Write or wire your request for details. Tell us your 
qualifications for selling and for service; this is an oppor- 
tunity such as never before has been made to radio dis- 
tributors. 


BRANDEIS GRAND 
MODEL 

Two toned finish in either Walnut 
or Mahogany. 5 Tube Set, ONE 
DIAL ONLY. Loud _ speaker. 
Tubes cannot blow out. On and 
off switch. The perfected Bran- 
deis Loud Speaker is self con- 
tained as are all the batteries. 
Retail price without accessories 
sie’ west of Rocky Mountains 





You will immediately recognize the value of a Brandeis 
Jobber’s Franchise when you consider the simplicity and 


this Radio achievement. Backed by a strong organiza- 
Distributor Franchises and our selling plan 
Wire your inquiries to insure first con- 


BRANDEIS ELECTRIC MFG. CORP. 


EXECUTIVE OFFICES 
NEW YORK CITY 


1841 BROADWAY 
SALES DIVISION EG 
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HERES HOW HOTP OINT 
HELPS YOU SELL — 


n millions have been invest al 
| The present advertising 
ages in tne 


Advertising—, , 

| sales promotion to help you Se 

rogram is OUT largest in 15 years. It includes one of thes¢ color pas 
Saturday Evening Post every 4 weeks (with occasional spreads) as well as regular 


advertising in the 
Ladies Home Journal Woman's Home Companion 
Good Housekeeping Sunset Magazine 
and 18 class and trade magazines. 
Profits sales a are the largest in the industry: To date 
the trade has made gross profits of over sixteen million dollars of 
Hotpoint appliances are easiest to Se l. 
ean, and 


Hotpoint irons alone. 
Sale— ‘oO t i 
tomer od-wi assured 
i e to Hotpoint st 


Service After the 

For every Hotpoint appliance !s m 

than which there can be none higher. Six million women an 
dealers know this. 

Show Hotpoint appliances 


thousand 
How YOU Can Profit Most—:; ; 
in your window so the 
ceen the advertising will see 


those in your neighborhood who have 
, the actual merchandise in your window—and will be reminded 
to buy there. 
now selling Hotpoint appliances write for 
t distributor. It wil 


If you are not 
a catalog and the name of the neares 
put you on the road to greater pro ts. 


[ANCE co., ince- 


EDISON ELECTR PL 
5 - Chicago Illinois 


610 West Tayl 
CHICAGO . ST. LOUIS 
10, CALIFORNIA 


io, California 
Lrd.. Toronto 


permanent cus- 


when you sel 
Ey 


Hotpoint. 
thirty 


BOSTON - NEW YORK Cc : 
ATLANTA -§ ITY - ONTAR 
Factories: i [ and Ontar 

Company, 


In Canada, 


: 





unease 


YOrt for C Oo/ 


Now evenings begin to 
Wasteful to Start thefurn N season 
is dangerous. Prey all winter. 
Just connect a Hotpoint Hedlite Heater in any room and 
it will Provide genial, healthfyt Warmth. 

Flame type heaters consume the arin a FOOM — from 12 to 
3 cubic feet per Minute. Hotpoint Hedlite Heaters have no 

h 


Yet it is 


flam 


e. ©Y Produce ¢ e cleanest. Safest, Most healthfy| 
kind of Warmth. 


in five Sizes and Styles. See them 
“€ your deal tices from $5.75 to $14.00. All give 
the same 4Mount of heat, 


To be Certain of Satisfaction and RUaranteey quality Make 4ure 

€ one y UVis a Hotpoing Hedlite Heater For back Of every 

i are all the €XPerience and *ngineering skill 

Fained in nj fteen years Of spe, talizing in the man 
electric heating @ppliances. 


EDISON ELECTRIC APPLIANCE CO., Inc 
Chicago Boston New York Atlant, Clevelang ™ Louis 
In “Nada ¢ *Madian Generats lectric ¢ ot 


ufacty re of 


Ontariy 


Calif Salt Lake City 
ta loronte 


Hotpoint Wafflel ron 
Hotpoint 6 Ib. tron ah 
1O¥ delic u 
nO ork antaRes found in Genus af 
e fv the com. y 
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Radio Receivers 
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The Logodyne Standard Five is a 
five-tube tuned radio frequency receiver 
manufactured by The Kodel Radio 
Corporation, 507 E. Pearl Street, Cin- 
cinnati, Ohio. It operates on either 
inside or outdoor antenna, using dry 
cell or storage battery tubes. 

Other new models manufactured by 
the company are the Logodyne Big 
Five, which is a five-tube tuned radio 
frequency receiver; the Logodyne Uni- 
trola, made to fit any upright or con- 
sole phonograph, and the Logodyne 
panel assembled kit with both front 
and sub-panels of the Logodyne Big 
Five and Standard Five models. 





Wall Brackets 





Wall brackets made of Bakelite in 
six colors have been introduced by the 
Tork Company, Inc., 8 W. Fortieth 
Street, New York City. An electric 
outlet which is concealed by the lower 
flange is always “on.” 


Marcel Waver 


wt 


A marcel waving iron with a white 
enamel wooden handle has been placed 
on the market by the Variety Ma- 
chine & Stamping Company, Cleveland, 
Ohio. It has a nickel plated seamless 
brass tube and a six-foot flexible silk 
cord. The manufacturer states it will 
reach maximum temperature within 
three minutes. 




















Radio Pliers 
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A new pair of radio pliers made of 
stamped steel has been introduced by 
The William Schollhorn Co., New 


Haven, Conn. The pliers are specially 
suitable for turning eyelets of various 
sizes in bus bar wire. Between the 
jaws, just above the square recess, is 
a flat vise-like surface to be used to 
flatten out the eyelet after it has been 
turned. Below the recess is a pair of 
bus bar cutters. 





Two-Way Sockets 





Two-way sockets, known as “Two- 
Lite Sokets,” have just been introduced 
by M. Propp Company, 524 Broadway, 
New York City. The type illustrated 
above is made to fit in a regular lamp 
socket, while another type is made to 
be plugged in a receptable. Each type 
comes in a unit carton of ten. 





Switch Plate Combination 





A “make your own” combination 
which makes it possible to “hook-up” 
any combination of switch, receptable 
or pilot light by using a Bakelite toggle 
plate, which can be furnished up to 12 
gangs, has just been placed on the 
market by the Connecticut Electric 
Manufacturing Co., Bridgeport, Conn. 
The illustrations above show the toggle 
switch, receptable adapter and _ pilot 
adapter, which may be used’ inter- 
changeably in the various gangs. 





Two-Way Tap 





A two-way tap announced as the 
smallest of its kind, has just been 
placed on the market by the Rodale 
Manufacturing Company, 492 Broome 
St., New York City. It is made of pol- 
ished black cold molded composition 
and fits into all plates and base recep- 
tacles, providing for two additional 
outlets. 
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Electric Clocks 




















Two new electric clocks which run 
from an ordinary light socket at a 
cost of less than 10 cents a month, 
have been introduced by the Warren 
Clock Company, Ashland, Mass. The 
new Telechron clock illustrated above 
is made of cast bronze, finished in 
Verde antique. The other new clock 
is equipped with a second hand and is 
finished in oak or mahogany wall cases, 
with dials up to 14 in. in diameter. 


Electric Iron Element 
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Gin ae 
OT HAN tn ; 


fay lit iE iE. 





A universal electric iron element, 
which is said to fit over 90 per cent of 
all 5 and 6 lb. irons now on the market, 
has been introduced by the Rodale 
Manufacturing Company, 492 Broome 
St., New York City. It is made of 
Nichrome wire, constructed so that the 
point of the iron heats up first. 





Electric Dishwasher 





A new model dishwasher which 
weighs 97 lb. and requires no plumb- 
ing installation, is announced by the 
G. S. Products, Inc., Albany, N. Y. 
It has a baked white enamel finish and 
polished nickeloid top. For the aver- 
age (4.1 persons) American. family, 
the G R S has the capacity to do the 
dishes for three meals in one washing. 
The process of washing, rinsing and 
drying takes approximately 15 min- 
utes. It is equipped with a 1/7 hp. GE 
Universal motor. 






































Full Automatic [ime 
and Temperature 
Controls 


Both are automatic features 
of L@H Electrics Ranges— 
easy to operate and absolutely 
dependable. The Time Con- 
trol is much simpler than a 
clock. Accurate and unfail- 
ing, you set it at the time you 


. ature 
Control regulates and main- 
tains even heat, automati- 
cally stopping and starting 
current so that temperature 

not vary. Save 60% of 
current. 
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ELECTRICS 


TRADE MARK 


Boost Sales and Profits 


SIDE from the unusual beauty of L &H Electrics 

Ranges and great variety of models, the advantages 

of Full Automatic Time and Temperature Controls and 

other superior features are tremendous factors in winning 
consumer interest. 

The splendid model pictured is a combination electric 
range with a built-in kitchen heater. This last feature is 
obviously superior to the usual equipment of its kind be- 
cause of its double flue heat radiation which can be quickly 
and impressively demonstrated. 

There are L @ H Electrics models not only in full white 
and gray porcelain enamel finish but also semi-porcelain 
finished ranges, in styles and sizes to suit every home need. 
You can see the possibilities for added volume and bigger 
profits. The best jobbers handle L & H Electrics Ranges 


and Appliances—or write us for facts at once. - 


Manufactured by 
A. J. LINDEMANN & HOVERSON CO. 


435-437 Cleveland Ave., Milwaukee, Wis. 


L @H Building 1636 14th Street 
Chicago, III. Denver, Col. 


Rialto Building 


San Francisco, Cal, 


Long Beach Building 
New York, N. Y. 


L@H Electrics Appliances 
Include: 

Heating Pads 

Hot Plates 

Irons 

Testing Ovens 

Urn Heaters 


Reflector Heaters 
Turnsit Toasters 
Curling Irons 
Waffle Irons 
Table Stoves 


iG 
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UC. CSS 
Price. 


The four-letter word meaning the best in 
their line, regardless of price, is UTAH! 
That’s the consensus of opinion among 
radio merchandisers throughout the country. 
Here are a few reasons why: 


. Utah speakers are quick sellers. 

. Utah speakers stay sold. 

. There’s a UTAH for every purse and 
every taste. 

. UTAH speakers are sold under a guar- 
antee that protects both buyer and seller. 

. When you buy from UTAH you are 
dealing with a responsible manufacturer 
—not an assembler. 

6. UTAH will assist you with advertising— 

merchandising helps—booklets—display 

cards—service—F ULL co-operation. 


There are many other reasons, too, why 
you ought to be handling the UTAH line. 
Write us and find out about them. 


uw te Ww 


Utah Radio Products Company 
1427 S. Michigan Ave. Chicago 


TAH 











Trade Mark Registered 


Made In Salt Lake City 











The Utah Standard. Finished 
in a smooth, semi-dull leather 
pattern. Produces satisfactory 
volume from distant stations 
—or full volume from a 
strong one, without rasping 
and blasting. One size and 























model only. 14-inch bell. 
$25.00. 





The Utah Supreme Model. A 
beautiful piece of furniture 
as well as a speaker of 
amazing tonal qualities. 
Finished in rich antique ma- 
hogany. A new step in radio 
reproducers. Size 11%” «x 
8” x " Coane 


7% 





The Utah Super-Flex. A 
new idea in loud speakers. 
An unusual design, but 6” x 
8%”, and finished in_ soft 
antique brown. Has al] the 
tonal qualities of the usual 
long horn type. $14.00. 





The Utah Phono-Speaker 
Makes any phonograph into a 
loud speaker, giving the same 
clear, undistorted reception 
that we guarantee the Utah 
Loud Speaker to give. Finished 
in black rubber. 

(without stand $9.50). 





Made In Salt Lake City 
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SCORN NEE tains 
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The Standard A-O eee 
Cabinet, type XL-10 List 
price, less accessories, $115, 
$120 west of Denver. 


A-C DAYTON Console, Type 


he 
XL-15, for large and amail homes. 


List price, less accessories, $185; $190 
west of Denver. 


The A-C DAYTON Phono Set; fite 
into record rack of practically any 
phonograph. List price, less acces- 
sories, $95; $100 west of Denver. 


The A-C DAYTON Glass Set, with 

— of rich, heavy French plate 
glass. List price, less accessories, $125; 
$130 west of Denver. 








With this line— 
Make More Money from Radio 





A-C Electrical Mfg. Co. 
Dayton, Ohio 


Please send me full prices 
and discounts on the 1925-26 
A-C DAYTON line. Also put 
my name on the mailing list 
to receive information con- 
cerning your complete selling 
plan for this season. 


eo*eeeoeveeeeeveeeveeeeee eee 


Address 
BE. G.-8 


’ The merchant who is stocked with 


the 1925-26 A-C DAYTON line is 
prepared to realize the utmost 
from radio in the coming season. 
He has, first of all, an established 


receiver, proven by performance. 


He is prepared to reach the whole 
market—the farmer or the city 
dweller, the man who wants per- 
formance or the man who wants a 
handsome instrument—the man 
who can afford the best or the man 
who can pay the least. He can 
earry the full line—for with four 


models he can meet any normal 
demand for complete radio per- 
formance without carrying = an 
overburdening inventory. 


More than that, he has a line of 
maintained price, and complete 
protection against cut prices as a 
result of stock dumping in his 
community. Those prices, rang- 
ing from $95 to $185 (slightly 
higher west of Denver), cover 
thoroughly the field of greatest 
demand—the mediuni price field. 


If you look upon radio as a means of building a 
permanently profitable business—send in the coupon 
today! 


The A-C Electrical Manufacturing Company 
Dayton, Ohio 


Makers of Electrical Devices for more than twenty years. 





‘Stor 
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the man who believes 


A:C DAYTON 

















Portable Heater 

















A portable electric heater known as 
the “Scat-R-Heet,” with a _ reflector 
made with various flats or stripes on 
different planes, some convexed and 
others concaved to distribute the heat, 
has been introduced by The Thos. J. 
Coreoran Lamp Company, Winton 
Place, Cincinnati, Ohio. A hook is pro- 
vided at the top for easy handling, and 
a slot in the base so it can be hung any- 
where. The heating element is re- 
placeable and wound with Chromel wire. 
All parts except the wire guard, heat- 
ing elements and connecting wire are 
made of pressed metal with two coats 
of japan baked on. 





Console Receiver 

















A new console model radio receiver 
which contains the standard A-C Day- 
ton receiver and a built-in loudspeaker, 
has just been placed on the market by 
The A-C Electrical Manufacturing Com- 
pany, Dayton, Ohio. The cabinet, the 
dimensions of which are 38 in. high, 31 
in. wide and 13% in. deep, contains 
compartments for “A” and “B” bat- 
teries, the “A” battery compartment 
being lined with asphaltum so _ that 
acid fumes cannot affect other equip- 
ment. The cabinet is mahogany, two- 
toned finish, hand-rubbed. 





Console Receiver 








A new five-tube tuned radio fre- 


quency receiver, with a built-in loud 





speaker, has been introduced by the 
Chas. Freshman Company, Inc., 240 W. 
Fortieth St., New York City. Model 


5-F-5 is illustrated here. 


table. 


inet. 





Switch and Current Tap 








A combination surface switch and 
current tap, equipped with a pilot light 
indicating when the current is on, has 
been introduced by The Arrow Electric 
Company, Hartford, Conn. It is made 
entirely of porcelain and the indicating 
letters are baked in. The pointer handle 
serves as an additional safeguard to in- 
dicate whether the current is open or 
closed. 





Three-Way Tap 





A three-way current tap, made to 
plug in a standard receptacle, has been 
placed on the market by M. Propp Com- 
pany, 524 Broadway, New York City. 
Two outlets are provided on the sides, 
and the third on the end. ' 


Radio Tube Revivers 








Two radio tube revivers to attach to 


This model 
may be had with a solid mahogany 
Other models are equipped with 
sloping panels, and the “Franklin Con- 
sole” is equipped with a hinged cover 
for the panel and has a mahogany cab- 


a regular lamp socket have been an- 
nounced by The Remo Corporation, 
Meriden, Conn. The junior type, illus- 
trated above, is for use in the home 
and will revive UV 201A or UV 199 
type tubes. The senior reviver is made 
for dealers. 
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Parchment Shades 

















aT 


A varied line of parchment shades 
for table, floor and bridge lamps, and 
shades, shields and units for lighting 
fixtures in various rooms of residences, 
is being manufactured by Leonard R. 
Foss, 1422 Jefferson St., Oakland, Cal. 
The finishes are Parchglo, smooth fin- 
ish; Veltex, beaded finish; Leather- 
tique, rough, antique finish; and 
El’Relief, same as Leathertique, but 
with the raised line effect. The stock 
colorings are gold, rose, taupe, orange, 
blue and gray. 





Vacuum Cleaner 

















A vacuum cleaner known as the No. 
14 with the nozzle faced with diagonal 
shallow channels to increase the clean- 
ing efficiency, was placed on the mar- 
ket recently by the Western Electric 
Company, Inc., 100 E. Forty-second 
St., New York. The peaks weave the 
nap back and forth, stirring up the 
deeply imbedded dirt, according to the 
manufacturer. The nozzle opening 1s 
18% x &% in. A 20-ft. cord is detach- 
able at the switch. 


Golden Tassel Socket 


A new line of_ sockets 
equipped with a _ detachable 
tassel pull is being marketed 
by the Hart & Hegeman Manu- 
facturing Company, Hartford, 
Conn. The tassel pull is 
standard equipment on _ the 
H & H golden tassel line of 
sockets. The socket-parts are 
interchangeable with other 





standard makes. 

















‘The Dunham Whirldry Washer 
out-sells and out-demonstrates 


all competition— 


How would such a demonstration affect 


a@ demonstraiion these 


Think what 


Exclusive Dunham features will make. 











Agitated washing 
action plus flowing 
water. No splash- 
ing even. with 
cover off. 




























Fast drying 
basket 
perforations 


soaking 
in basket. 








No water- 
level mark to 
watch. Over- 
flow automat- 
ically tells 
when proper- 
ly filled. 





without 


bottom or sides. 
Makes _ possible 
clothes 


competitive selling in your community? 


Cleaner washing—Constant flow of 
water pumped through clothes. 
Scum and dirt are flushed out of 
basket and float on top of water in 
tub. Only cleanest water is pumped 
from tub back onto clothes in the 
basket. Improved agitator, self- 
adjusting to large or small wash, 
and creates turbulent washing ac- 
tion. 

Easier washing — Washes, rinses, 
blues, dries and empties without 
raising, lowering, tilting or touch- 
ing basket. No water level to 
watch—tells absolutely when prop- 
erly filled. All operations can be 
completed without cover—it doesn't 
splash. Table top at table height. 
Light and easy to move. Clothes 
can be soaked in basket if desired, 
without filling tub. 

Ouicker Washing — Self-emptying 
in about a minute. Will discharge 
into stationary tub or sink with- 


out plumbing connections, pails, 
syphons or ejectors. Refillable 
while emptying. Empties while last 
batch of clothes is whirling dry. 
Whirls clothes wringer-dry in one 
minute. 

Less wear, no tear—Not only 
wringerless, but also without per- 
forations or ridges in basket to 
come in contact with clothes. 
Improved construction — Nickel- 
plated solid copper basket and 
nickel-plated agitator are light and 
durable. Straight vertical drive 
for all. operations and only 31 inches 
from floor to top of tub—less vi- 
bration. All parts coming in con- 
tact with clothes are nickel-plated. 
Less care—Basket simply lifts off 
for cleaning, goes back on without 
adjustment. Absence of gears, gear 
box or other mechanism inside tub 
facilitates thorough cleaning and 
insures sanitation. 


If your territory is still open— 


The most profitable washer sales deal ever known is open to one dealer in your com- 
munity. We will gladly send you full specifications of the Dunham Whirldry, details 
of the responsible and experienced organization behind it and plans for advertising 


GEO. W. DUNHAM CORP. 


Genesee Street and Whitesboro Road, Utica, N. Y. 


and sales. 











Discharges at tub 
height in about 
one minute. Can 
be refilled while 
emptying. 











Cleanest water con- 
tinnally pumped 
through clothes be- 
ing washed in basket. 
Dirt flushed out to 


tub below. 


The strongest 
AEMONSELK AL1ION 5 sos ey 


gets the sale 


Flat enameled table-top at ex- 


53 




























ture control and precision thermometer 
has been introduced by the Edison 
Electric Appliance Company, Inc., 5600 
W. Taylor St., Chicago, Ill. The out- 
standing points of the range, according 
to the manufacturer, are as follows: 
Working table oven top, automatic 
maintained temperature control, white 
enamel cooking top, quick heating oven, 
white enamel oven top, over-sized oven, 
reversible 30-amp. switch, appliance re- 
ceptacle, removable oven door, pebbled 
blue enamel oven lining, 6 and 8-in. 
“speed” units, bi-metallic precision 
thermometer, counter-balanced shelf 
door, large indicating buttons, and open 
or inclosed “speed” units. 


| Electric Iron Flush Receptacles 






















































Designed with extra wide base, 
rounded heel and pointed nose, a new 
electric iron has been placed on the 
market by the A. J. Lindemann & 
Hoverson Company, Cleveland Ave., 








“B” Battery Charger 























Milwaukee, Wis. The manufacturer 

states that the iron was designed espe- “a 

cially with the aim of proper balance sy ee 

of weight and even distribution of heat. ; > eS : 
oars New single and double flush recep- 
yet: tacles have recently been added to the 


Radio “B” Battery 


C-H wiring device line of The Cutler- 
Hammer Manufacturing Company, Mil- 
waukee, Wis. They are smal] and shal- 
low, made of C-H Thermoplax cold 
molded insulation. They have T-slots 
for accommodating standard attaching 
caps and are rated at 10 amp., 250 volt. 








Electric Cooker 

















A “B” battery charger which is a 
self polarizing combination vibrator 
and ordinary electric lamp bulb type, 
is being manufactured by the Apco 
Manufacturing Company, Providence, 
R. I. The manufacturer stated that 
the battery will charge almost any 24 
to 100-volt “B” battery in 10 hours at 
one time, without disconnecting the 
battery from the set. 


Radio Rheostat 














A new form of radio “B” battery 
has been placed on the market by the 
National Carbon Company, 30 East 
Forty-second St., New York City. This 
new “Eveready” battery has been de- 
vised in order to utilize all the space 
within the battery for active electricity 
producing chemicals. By a patented 
method of construction, the need for 
cylindrical zine containers is. elim- 




















inated, as well as cell to cell connect- 
ing wires. 

The new battery is at present made 
only in the extra large size. 





Automatic Range 

















A new model of electric range 


equipped with an automatic tempera- 

















A rheostat, made in two models, one 
with a black knob and silver dial, and 
the other with a mahoganized knob and 
gold-finished dial, is being manufac- 
tured by the Pacent Electric Company, 
Inc., 91 Seventh Ave., New York City. 
Being equipped with three binding 
posts, the rheostat, when either panel 
or table mounted, is conducted so as to 
“turn up” in clockwise direction. The 
dial, which makes panel engraving un- 
necessary, may be used as a drilling 
template. 
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A combination food container and 
lamp socket electric cooker which keeps 
food hot or cold is being manufactured 
by the Swartzbaugh Manufacturing 
Company, Toledo, Ohio. It may be 
used to pack cold drinks, freeze ice 
cream, retain the heat in food, or roast, 
brown, stew and steam food. Over- 
all dimensions—13% in. high, 10 in. in 
diameter. 





Hedge Trimmer 

















An electric hedge trimmer, made with 
40 and 60-in. cutting bars and equipped 
with a Universal type, G. E. motor, is 
being manufactured by the Detco Man- 
ufacturing Company, Oaks, Pa. The 
40-in. size is made for operation by one 
man. A control switch is on the 
handle, and the plug may be used on 
any light. socket up to a distance of 
1000 ft. 
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The Mow DYMAC Selecta Five bens & | ge Rk he ON phage 
List, $75.00 ; iat | : & = DYMAC List, 
ce ee S25 x _ Speaker $8.50 

















To the DYMAC Sine of iebedtend Radio Peenieees 


we Add The DYMAC Selecto Five 





DYMAC Type E Headset 
The same quality headser 
with improved headband art 
low price @O meet popular 
demand. 2200 or 3000 ohms 
as preferred. List, $3.00 





DYMAC Vernier Dial 


Same as on DYMAC Selecto 
Five Receiver Provision for both 
coarse and fine tuning. 4” dia- 
meter; vernier ratio 12 ro l. 
Easily mounted onunycondenser. 
Adds much to the performance 
and appearance of any set 
List. $2.50 


Othee DYMAC Accessories and Parts 
Loud Speaker Unit. $5.00 
Audio Frequency Transformers, 
$2.50 to $4.00 
Soldering Set (standard). $2.50 
Sub-panel Socket. 75« 
Jacks. $0c ro 90¢ 








The DYMAC Selecto Five represents a new and improved prin- 
ciple in set construction. 


A receiver you can offer your customers with this 
assurance---that it will out-perform any other set on 
the market under the same reception conditions. 


It is NOT an assembled set, but is made exclusively of DYMAC 
parts which already have established a national reputation for 
quality construction, adaptability and dependable performance. 
Encased in a handsome mahogany cabinet finished in walnut, 
with ebony panels, the DYMAC set is a thing of beauty that 
harmonizes with any interior. 


The DYMAC Selecto Five represents the outstanding sales 
opportunity in radio this season. Feature it---build the sale of 
the DYMAC Line around it---profit by the permanent good 
will already gained for the DYMAC name. 

The buyer of a Selecto Five also will want a Every set owner needs headphones for tun- 
DYMAC Loud Speaker, whose wide range, ing distant stations. The tone-tested, light- 
perfect modulation and crystal clarity gave it weight DYMAC Type G Headset, listing at 


such a wide sale last vear. The DYMAC $5.00, is just the thing for you to sell with 
Speaker now lists at $8.50. the DYMAC Selecto Five and Loud Speaker. 


ELECTRICAL PRODUCTS MFG. CO. 
Providence, Rhode Island 


New York Office: Metropolitan Tower 
Export Office: Ad. Auriema, Inc., 116 Broad Street, N. Y. City 


DYMAC Chicago—E. V. Finson Kansas City—Wm. S. Reid Sales Co. 
Cleveland—Factory Sales Co. Denver—Schmidt Sales Co. 
Fa t Boston-—— Hastings Elec. Sales Co. Omaha—Leonard Kohn 
Cc ory Washington—-W. Lester Baker Fort Worth—C. B. Savage 
x l Atlanta—— Barnes & Co. Seattle— Fred L. Tomlinson Co. 
ates Minneapolis—Twin City Radio San Francisco—”’ 


A ents Sales Co. Los Angeles— 
g St. Louis—H. F. Bisbee Co. Vancouver, B.C. — E. T. Yewdall 
Ask nearest Factory Sales Agent for catalog of complete 

line of DYMAC Guaranteed Radio Equipment. 
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Over one-third of all electric vacuum 
cleaners of all makes sold today are Grand 
Prize Eurekas, which means that the Eureka 
is beyond question the world’s fastest selling 
electric cleaner. 

This stupendous success is an unqualified 
triumph for a distinct principle of construc- 
tion and operation—the famous Eureka 
**high-vacuum”’ principle of cleaning. 


More Than a Million Users 
Prove Eureka’s Superiority 


Over a million American women have 
demonstrated in almost daily use in their 
homes that Eureka “‘high-vacuum”’ alone 
can be depended on for really thorough 
cleaning and for continuous cleaning efh- 
ciency, without bothersome adjustments 
and replacements. 


RE 


VACUUM 


“IT GETS THE DIRT” 


Eureka’s Sensational Sales Success is Triumph 
of ““High-Vacuum’”’ Principle of Cleaning 


CLEANER 





Years of the hardest kind of service in 
large office buildings and great hotels give 
further evidence of the ability of the Grand 
Prize Eureka to stay on the job where other 
methods and other cleaners fail. 


Profit From Eureka Leadership 


Tremendous possibilities for the profit- 
able sale of electric cleaners exist in the 
territory of every dealer in any of the major 
home appliances. Only by capitalizing on 
the recognized leadership of the Grand Prize 
Eureka can these possibilities be realized to 
the fullest extent. 

Our nearest District Manager will show 

es ° ° 
you exactly how this can be done. Write or 
wire the factory for an interview. 


Eureka Vacuum CLEANER Company, Detroit, U. S. A. 


Makers of Electric Vacuum Cleaners Since 1909 


Canadian Factory, Kitchener, Ont. 
Foreign Branches: 8 Fisher St., Holborn, London, W. C.1, Eng.: 58-60 Margaret St., Sydney, Australia 

















This Famous ‘‘ High- Vacuum’’ Test 
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(with the dust bag removed) is being used with tremendous 
effectiveness by authorized Eureka dealers everywhere to 
prove and clearly demonstrate the remarkable efficiency of 
the Eureka “‘high-vacvum”’ principle of cleaning. 
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New Crosley Radio Developments for 1926 


In this offering of new models for 1926, the world’s largest 
builder of radio sets has created an entirely new standard of radio 
values. Here is finer performance and greater beauty, sharper 
selectivity and easier control—all combined with the dependability 
and simplicity that has made Crosley a byword throughout the 
radio world. 





The New 
SUPER-TRIRDYNS 3 
3 Tubes do the Work of 5 | 
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New Crosley 2 Tube 51 S8S.D. The Super Trirdyn _ Special 
0 ee ae During the past three years Crosley engineers have aod ak ao te 
ee ee developed a wonder circuit, the Super-Trirdyn. cues. “Telene walenes ee 
rotary type tickler and slop: This combines and utilizes for the first time, suc- eines 
dry batteries. Price, without cessfully, tuned radio frequency amplifica- $6(),00 
a $23.50 tion, regeneration and reflex audio ampli- 
° fication—making three tubes do | 
the work of five. ij 
<4) 


Competitive tests show no pres- —¥ 
ent-day set, regardless of price, } 
capable of better performance. : 
Above: Super-Trirdyn Special 

on exquisite Table, together 

with Musicone De Luxe, coraplete, 
$112.50 and presents a livingroom com- 
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New Crosley 3 Tube 52 S. D. 


Another popular Crosley 














The Gant Dein to bination unequaled in design or appear- model improved with new 
beautifully finished mahogany ance at any price. Table alone, $25. Vernier condenser and worm 
cabinet gives same performance . type tickler. Cabinet con- 

ofb tains necessary batteries. 


as the Super-Trirdyn Special. al 1 
Efficient, compact, dependable. _, J* Price, without accessories, 
= A? 9Q _ 
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sores, SEA 00 7 oe, in ; $32.50 
THE CROSLEY “Pup” THE “MUSICONES” 








A genuine Armstrong Regenerative Receiver Rusidin vetiacing all ether tenes of 
¢ : loud speakers 
Double Long 
Circuit Distance 


St ei 
Salle tse tat dg So & 





It is expected that no less than 500,000 present-day “loud 


This double-circuit receiver is a real, selective long dis- pecte ) day “10 
speakers” will be replaced by the Musicone in this, its first 


tance set. It is a development of the famous Crosley 1 tube 

set, with which Leonard Weeks of Minot, N. D., heard the year. No adjustments or additional batteries. The pat- 

MacMillan Polar Expedition while the rest of America ented actuating unit is the secret of its faithful reproduction 

listened in vain. Under average of all tones—not the mere cone. 

conditions its headphone range is Musicone De Luxe, $27.50, Stand- 
ard Musicone 


1,500 miles or more. Price, with- 


out accessories 
Add 10% to all prices west of 
Rocky Mountains. 
Crosley owns and operates 
W.L.W. first remote control 


~ 9 15 
Better~Costs Less 














Crosley manufactures receiving 
sets which are licensed under 
Armstrong U. S. patent No. 
1.113.149 and are priced from 


$9.75 to $60.00 without acces- Te . ( 
sories. THE CROSLEY RADIO CORPORATION, Cincinnati tion 
57 
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$13.00 GROSS PROFIT 
ON A $12.00 STOCK 


WEPCO 


Trade Mark Reg. 


PLUS PLUGS 


RETAIL AT 
50c EACH 


Smallest and lightest 
plugs made. Fit all 
standard receptacles. 
Take all standard caps. 
One plug does work of 
two ordinary plugs— 
permits operation of two 
lamps or appliances at same time. 


The standard package of Wepco Plus Plugs contains five 
display cartons. Each display carton holds 10 Wepco Plus 
Plugs, each in an individual box. 

Approved by National Board of Fire Underwriters. 


AN ITEM SURE TO SELL 
QUALITY AT A PRICE 


WENTZ ELECTRIC PRODUCTS CO., Inc. 
580 TWELFTH AVE., NEWARK, N. J. 


R. B. Corey Co., Inc., Grand Central Terminal 
Bldg., N. Y. C., General Sales Agents 








Patented—Actual Size 






Py WEPCO 
’ PLUS-PLUGS 


ORDER DIRECT 
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If we could call on you, you would be tickled 
pink to buy one of our “Cleaner-Vac’s.” You 
would sell a dozen to your friends. After 
cleaning your car once—you wouldn't lose it 
for four times its cost. A perfected 12 in. 
“Vac,” absolutely mechanically perfect. 3,000 
used by New York clothing manufacturers. 
Used in alteration departments—salable in 
every home for cleaning furniture, clothes, 
stairs, carpets, beds, car upholstery, etc. 


At least—write for circular. 
Retail price low—profit good. 


The O. K. MACHINE COMPANY, Inc. 


Fort Wayne Indiana 


Vacuum Brush 


What Table Appliances Can Mean 


(Continued from page 23) 


things.” She told how she prepared her breakfast while 
she dressed for business, how she entertained friends 
for tea, luncheon and even dinner in her little bachelor 
flat, and she painted a most desirable picture which my 
friend was not adverse to sharing. 

“But I don’t see, how I can ever use them at my table, 
the nearest convenience outlet is on the wall and it’s 
only a single,” my friend told her sadly. 

“Perhaps we can even do something for that,” smiled 
this gracious saleswoman. “How far away from the 
table is the outlet?” 

“I should say about four feet, and it’s right in 
back of my chair,” my friend told her hopefully. 

“That’s fine,’”’ the clerk smiled, “you’re lucky,” and 
with that she reached into the glass case and brought 











_ out a triplex portable convenience outlet. 


Before we were through, the saleswoman sold the 
triplex outlet, and a cord to go with it, and gave so 
many helpful suggestions, such as a waffle receipt, that 
she sold a toaster, grill and waffle iron besides the 
percolator which she had chosen. 





Before Putting in Radio Stock 
(Continued from page 26) 


All of the above suggestions simply go to prove that 
there are a lot of things you can be thinking, planning 








and doing while waiting for this radio season to start 
—dope out some more of them yourself and get busy 
right now on their execution. This is a wonderful time 
to instill your customers with the radio service you 
propose to render them and there is no better way of 
doing it than through an early publicity campaign. 

Radio shows are being advertised extensively all over 
the country and you can connect up with them very 
easily if you begin at once while radio is the main topic 
in every household because of the end of summer and 
the start of ideal radio weather. 

So much for the things you can do while waiting to 
find out what the next few weeks will have to offer 
you in the way of new merchandise. But as long as 


we have gone this far, let’s go a step farther and see 
what not to do during the first few minutes of the show. 

Take all the time you want before you make any 
decisions as to the lines you will order. When the doors 





Sell after dark 


MODERN lighting makes windows sell. 
Signs too. No attendance needed. No waste. 
I am a TORK CLOCK. I turn electric lights 
on & off every night regularly. $20 all over 
U.S. Ask any electrician. Tork Manual tells 
how to capitalize windows. Free. Write for it. 











TORK COMPANY, 8 W. 40, New York 




































open up and you first step into these exhibits, every- 
thing looks good and you just feel that there can’t be 
any “mistakes” in any of the products which you will 
find in the various booths. But if you will simply recall 
past experiences, no further caution need be given you 
to go easy. If anybody is going to load-up on merchan- 
dise that later pans out to be inefficient and a drug on 
the market, let it be the other fellows. 





Cutting Down Macy’s Repairs 
(Continued from page 14) 


the armature. It was a shop job so after instructing 
the owner on proper care, he told her that the delivery 
man would call for it to take it to the store for a new 
motor. 

This particular case called for some salesmanship on 
O’Riordan’s part. Having heard of other cleaners from 
friends and having had trouble with her own, the owner 
was about ready to trade it in on another make at 
another store. O’Riordan firmly showed her where the 
fault was hers, and that when the appliance was re- 
paired, it would be as good as any new one she could 
buy,—he resold the cleaner. 

In addition to cleaner repair calls, O’Riordan made 
one fan service call that day. That call, likewise, was 
made necessary by lack of proper oiling, although no 
damage had been done. The fan “made a noise” so was 
“unpleasant.” He borrowed some vaseline from the 
owner, and asked her to carefully watch him oil it. 

O’Riordan carries no oil. If he did, customers might 
call him every time their appliances need oiling. He 
tells customers how to oil their appliances, or if they 
have the proper oil, he shows them how to do it. 

On this fan call, he paused long enough to point out 
the winter uses of fans. “You will be much warmer 
this winter,” he said, “if you keep the fan blowing on 
the radiator to circulate the warm air.” The owner was 
pleased with this suggestion. 

Seeing an electric iron nearby, O’Riordan inquired 
how she attached it to the socket. She had been doing 
it wrong, so he showed her how to do it. Another 
“satisfied customer.” 

There were no washer nor ironer repair calls that 
day. There are few of those. Most washer repair calls 
are necessitated by improper or under lubrication. In- 
ferior grade or lack of oil results in burned out bearings. 
For such a repair, a washer is sent to a machinist. 

Another common washer trouble is that of flat wringer 
rolls, due to keeping the wringer tight when not in use. 
When new rolls are installed, a charge is made, and in- 
struction is given on future care. 

Most ironer calls are caused by the padding on the 
roller becoming indented in the center. The service 
on this consists of unrolling the padding, and rerolling 
from the other end. The owner then is instructed to 
use all parts of the roller instead of just the center, 
by starting her ironing at one end, working over to the 
other, and back again. 

So Macy’s department has the continuous chain—buy- 
ing of quality appliances, thorough instruction of cus- 
tomers when selling, expert repairing, and re-selling 
and re-educating on outside calls,—the big steps in solv- 
ing the service problem. 











Last Call for 
Dinner! 





Electrical men get two- million dollars’ 
into the dining car early, worth last year in four 
as a rule. months. This year we’re 

a year better—and we 

They know the “ts ten 4 and 5 tube 
broiled chicken gives nodels instead of four. 
out early. The price is low, the 


discount high, the terri- 
tory exclusive, the price 
protected, and the set is 
a trouble-proof top 
notch performer. 


So most of the live 
ones we want all over 
the United States have 
signed up, and are sit- 
ting pretty with a broad 
smile and the napkin 


Te? sails 
tucked in at the neck. We're a conservative 


crowd, and were not 
going to let radio take 
our feet off the ground. 
Five years from now 
‘we're going to be still 
in this business—as we 
have been in the electri- 
cal business for thirty- 
If this 


There are still a few 
to be heard from—and 
this is the last time this 
this year we can talk to 
them in ELECTRICAL 
Goons, 





From now on we are 


going to have our hands ‘!* _Y€ats. 
full making Day-Fan sounds like a good radio 
Radio Receivers fast — = y he to be 
, wire, ‘phone, or 
enangn 20 Seay eae write You're late—but 
- a om there may be some 
extra supply” orders. Hy: | 

pp" broiled chicken left for 

In a nutshell, we sold you. 





The Dayton Fan & Motor Company 
Dept. E. G. Dayton, Ohio 


Y e 


For More Than 36 Years 
Manufacturers of High 
Grade Electrical Apparatus 
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To meet a growing demand 
STAR-Rite Model “C” 
Heater § 7. 50 


ERE’S a superheater for super sales 

— handsome in appearance and 
strong on performance, moderately 
priced, yet worthy of the best room in 
the house 


The STAR-Rite Model ‘‘C”’ reflector is of 
pure copper, 14” across, beautifully lac- 
quered and polished—gives maximum ra- 
diation. A removable, cone-shaped Ni- 
chrome element gives wonderful heat: 
the base is attractively finished in green 
and gold. Altogether, a typical STAR- 
Rite product—best quality material and 
workmanship, maximum efficiency in 
operation, biggest value _ possible. A 
heater that will sell on sight. 


Two Popular-Priced Heaters 
for Quick Profitable Sales 


Cast Iron Base Andiron Base 


OTH these STAR-Rite Heaters have 

pure copper 12” reflectors, with 
powerful, removable Nichrome heating 
elements. Just the right size for the 
average room; these STAR-Rite models 
are good-looking, sturdily made, efficient 
in performance—and priced to bring you 
quick sales, with long profits. 


Write for Special Prices and Profit-making 
Information. 


TAR-Rite 


ELECTRICAL HEATERS 


FITZGERALD MANUFACTURING COMPANY, _ Torrington, Conn. 


Canadian Fitzgerald Company, 95 King Street, East, Toronto, Ont. 


Model **D”’ 
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up~ UP~ UP 


ma AST March the New Gainaday flashed into the lime. 
pti light as one of the greatest potential money re 
makers in the washer field. Experience has borne out LB 
the predictions made at that time. Every month has 
seen greater sales, more first orders and even more re- 
orders. And re-orders tell the true story of the New Gain- 
aday’s ability to make profit for the dealer. 




















a #8 








Records show that one salesman averaged sixteen sales 
monthly for the first three months. An electrical con- 
tractor sold 4 carloads in 2 months. A hardware dealer 
sold 89 in the same time. And mark this: A small town 
grocery store sold 109 during May and June. Depart- 
ment stores are equally enthusiastic and successful, 


GAINADAY ELECTRIC CO. 


3016 Liberty Avenue ° Pittsburgh, Penna 


echatinihiie ee eC L e a oe 


If there is no dealer in your territory, it 
will mean money in your pocket to 
investigate before someone else ties up the 
franchise. Write, right now. 
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Brandes line’ 


HE speakers they want! The prices 
they’ll pay! And quality of tone 
such as has not yet been equalled. 











The new Audio Trans- 
tormer amplifies at a ratio 
of 1 to 5. Iwo steps of 


All we ask you to do, is to hear the amplification may be used 
without distortion. List $4. 

new speakers. All you'll need to do is 

to let your customers hear them. 


The Brandes Laboratories, expert in 


Type H—with an antique sOlving the problems of radio acous- 
finish, skillful in design, , 

simple of line. Ins largedia- tics for seventeen years, have now 
Adjustable by a turn of a 


thumb-screw. List $18. developed these really remarkable 





And that old standby—the Su- 


? ’ 
speakers. If you hear ’em, you’ll joer ne 


Sell one with every radio set. 


stock ’em! You can—at this new low price. 
List $4.50. 


All prices slightly more west of the Rockies 
and in Canada. All Brandes products distrib- 
uted in Canada by Canadian -Westinghouse. 













A smart mahogany cabinet, 
finished in brown. A well- 
proportioned, well made 
The improved adjustable speaker. Same unit as Type 
Table -Talker.The best buy H Speaker. Adjustable for 
at its price. List $10. maximum volume. List $30. 





Brandes — : 


The new Brandes phono- 
graph attachment has the 
same unit as the big speak- 
er. Easy to attach. And ad- 
justable. List $10. 


rls,in radio acoustics since 


— . wt nt ek cen at ~ ary °F Ma, Jef wie . 








